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An Integrated Process Model of Stereotype Threat Effects on Product Price and Value 
Judgments 
Lei Song 
Rajneesh Suri, Ph.D., Co-Chair 
Yanliu Huang, Ph.D., Co-Chair 
  
Pricing literature has offered conflicting evidences in the way working memory 
resources impact consumers’ price and value perceptions. This research aims to clarify 
the ambiguity by examining the effect of a situational factor (e.g., stereotype threat) that 
could impact the influence of working memory resources on price and value perceptions. 
This research finds that if stereotype threat (i.e., a situational predicament caused by the 
notion that one is at risk of confirming negative stereotypes about one’s group) 
temporarily depletes working memory resources, it would also affect product price and 
value perceptions. Specifically, this research finds that stereotype threat temporarily 
lowers working memory resources, which increases targeted individuals’ tendency to 
engage in heuristic information processing. Heuristic processing increases targeted 
individuals’ tendency to rely more on a price-quality rather than price-sacrifice 
relationship to infer product value. This research further finds that a store environment 
would minimize the impact of stereotype threat on working memory resources of 
stereotype-threatened individuals and subsequently on price and value perceptions. This 
research also employs EEG (i.e., electroencephalogram) neuroimaging technique to 
provide further evidence that the observed effects were indeed due to impairment of 
working memory resources. This research contributes to pricing literature by identifying 
situational and environmental factors that could influence price perceptions and provides 
practical implications to modify store environment.  
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CHAPTER 1: INTRODUCTION 
1.1 Overview of Conceptualization 
In product evaluations, consumers use price to infer either product quality or 
monetary sacrifice (Kardes, Cronley, Kellaris, & Posavac, 2004; Kardes, Posavac, & 
Cronley, 2004; Monroe, 2003). Pricing research has shown that cognitive resources (e.g., 
time constraints) impact consumers’ price perceptions (Monroe, 2003; Suri & Monroe, 
2003). Specifically, these studies suggests that when cognitive resources are limited, 
consumers are more likely to infer quality from price, thus becoming more likely to 
regard products with high (vs. low) price as having high (vs. low) quality. When 
cognitive resources are abundant, consumers are more likely to use price as a monetary 
sacrifice indicator, and thus will be more likely to deem products with high (vs. low) 
price as high (vs. low) in monetary sacrifice (Rao & Monroe, 1989; Suri & Monroe, 
2003). Since price perception predicts perceived value, which determines consumers’ 
willingness to buy (Dodds, Monroe, & Grewal, 1991), understanding cognitive resources 
that influence the role of price in consumers’ decision making process is essential for 
both marketing academics and practitioners. 
The pricing literature has shown conflicting evidence in the way cognitive load, 
which negatively correlates with working memory resources (Barrouillet, Bernardin, 
Portrat, Vergauwe, & Camos, 2007), impacts price perceptions. Most research suggests 
that high cognitive load (i.e., low working memory resources) increases the use of price 
as a quality cue for value perception. For example, Kardes et al. (2004) and Cronley et al. 
(2005) found that when information load is high and processing is difficult, consumers 
are more likely to use price as a quality indicator. Suri et al. (2007) suggested that 
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perceived scarcity increases arousal, which interferes with consumers’ ability to 
systematically process information, leading to stronger price-quality inference. Suri et al. 
(2012) argued that sorting on brand names increases memory load more than a price sort, 
leading to stronger price-quality relationship. However, some research shows that high 
cognitive load decreases the use of price as a quality cue for value perception. For 
example, Rottenstreich et al. (2007) found that memory-based choices (high cognitive 
load) decrease consumers’ choice of high-priced items over stimulus-based choices (low 
cognitive load). They argued that due to low cognitive load, stimulus-based participants 
are more likely to infer high quality from high prices. 
More studies should be conducted to help clarify the ambiguous relationship 
between working memory and price perceptions. While converging evidence has shown 
that working memory resources affect price perceptions, no study has directly tested this 
relationship. Suri et al. (2012) proposed that future research should examine the role of 
working memory resources in consumers’ information processing, which might 
subsequently predict price perceptions. Existing literature has provided evidence that 
working memory resources affect information processing. For example, Dual Process 
Theory suggested that working memory resources affect systematic processing but not 
heuristic processing (De Neys, 2006). Schmeichel et al. (2003) indicated that ego 
depletion, which impairs working memory resources, decreases consumers’ tendency to 
engage in systematic information processing. Since price perceptions depend on the 
processing of information (Suri & Monroe, 2003), constructs that impair working 
memory should affect price perceptions. 
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Stereotype threat is defined as a situational predicament caused by the notion that 
one is at risk of confirming negative stereotypes about one’s group (C. M. Steele & 
Aronson, 1995). Since stereotype threat-induced working memory impairment affects 
decision making (Carr & Steele, 2010; Inzlicht & Kang, 2010), understanding how 
stereotype threat affect consumers’ decision making process is essential for both 
marketing academics and practitioners. Although limited consumer behavior literature 
has shown the effect of stereotype threat-evoked anxiety on consumer decision making 
(Lee, Kim, & Vohs, 2011), the role of stereotype threat causing working memory 
reduction on decision making has been overlooked. 
Social psychological literature argues that stereotype threat impairs working 
memory resources in three ways. One way is through physiological stress response from 
increased arousal (Ben-Zeev, Fein, & Inzlicht, 2005; Blascovich, Spencer, Quinn, & 
Steele, 2001; O'Brien & Crandall, 2003) and distracting thoughts (Cadinu, Maass, 
Rosabianca, & Kiesner, 2005) that tax working memory resources (Beilock, Rydell, & 
McConnell, 2007; Schmader & Johns, 2003). Another way stereotype threat affects 
working memory is through a coping mechanism of being vigilant about threat- and 
failure-related cues (Conway, Cowan, & Bunting, 2001; Kaiser, Vick, & Major, 2006; 
Murphy, Steele, & Gross, 2007). Stereotype threat also impairs working memory 
resources through regulating negative thoughts and emotions that deplete working 
memory resources. Inzlicht and Kang (2010) found that managing the stress of stereotype 
threat requires resource-demanding coping strategies (e.g., emotion regulation and 
thought suppression), which lower working memory resources that subsequently affect 
individuals’ ability to engage in risky decision making. However, less resource-
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demanding coping strategies (e.g., reappraisal) would alleviate the effect of stereotype 
threat on subsequent task performances (Johns et al. 2008). Carr and Steele (2010) further 
demonstrated that suppressing negative thoughts triggered by stereotype threat results in 
ego depletion that exhausts working memory resources, which consequently influences 
consumers’ decision making. This dissertation focuses on the latter since coping 
strategies provide alternative ways to minimize the effect of stereotype threat on 
consumers’ decision making. 
 
1.2 Research Objectives 
The major objective of this research is to examine how stereotype threat affects 
price perceptions. Specifically, does the stereotype threat-induced coping mechanism 
deplete working memory resources that could otherwise be used to process product 
information? Does the impairment of working memory caused by stereotype threat result 
in stronger reliance on price-quality versus price-sacrifice relationship? Is modifying 
consumers’ coping strategies an effective way to influence consumers’ price and value 
perceptions? The insights into the effect of stereotype threat on price perceptions would 
provide valuable theoretical and managerial implications to study the effect of stereotype 
threat on information processing and decision making. 
 
1.3 Contributions to the Literature 
This dissertation offers a number of theoretical and practical contributions to the 
literature. This is one of the first studies to explore the role of stereotype threat in pricing. 
Our findings contribute to the pricing literature by identifying the depletion of working 
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memory resources as a factor that affects price perceptions, and showing how stereotype 
threat affects price perception through working memory. These studies uniquely 
demonstrate the mechanism by which stereotype threat impacts price perception. Our 
results also contribute to the stereotype threat literature by examining the effect of 
stereotype threat on consumers’ information processing and decision making. Thus far, 
the literature has not examined the effect of stereotype threat on systematic/heuristic 
processing of product information. Further, our studies also add to stress and coping 
literature by suggesting the moderating role of coping strategies in the effect of 
stereotype threat on information processing. Practically, this research proposes strategies 
to impact sales for stores with products at different prices. For example, since stereotype 
threat causes a stereotyped group to infer price more as quality rather than monetary 
sacrifice, posing stereotype threat would increase sales for upscale stores, whereas 
preventing stereotype threat would secure sales for discount stores. 
 
1.4 Organization of the Dissertation 
The dissertation is organized as follows. First, I provide a literature overview on 
the dual process theory, cue utilization theory, dual role of price, working memory 
resources, and stereotype threat, from which I derive predictions. I then present multiple 
studies that explore whether stereotype threat affects targeted consumers’ tendency to use 
price to infer quality (vs. monetary sacrifice). Specifically, Study 1 examines the main 
effect of stereotype threat on product price and value perceptions. Study 2 demonstrates 
that the stereotype threatinduced coping mechanism reduces working memory resources, 
which in turn mediates the effect of stereotype threat on price perceptions. Study 3 
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explores whether interaction with male versus female service providers would influence 
the extent people experience stereotype threat, and subsequently their price perceptions. 
Study 4 explores whether coping strategies, such as antecedent-focused (e.g., reappraisal) 
and response-focused (e.g., suppression) coping that affect working memory differently, 
moderate the effect of stereotype threat on price perception. Study 5 provides further 
evidence to corroborate for findings from Studies 1-4 by examining the neural 
mechanisms through which stereotype threat influences price perceptions. 
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CHAPTER II: LITERATURE REVIEW 
2.1 Cue Utilization Theory 
 Cue utilization theory suggests that products can be conceptualized as consisting 
of a number of cues (i.e., any informational stimulus about the product) that serve as 
quality indicators to shoppers (Cox, 1967; Olson & Jacoby, 1972). The ways in which the 
cues are used depend on their predictive and confidence values to consumers. The 
predictive value of a cue refers to the strength of the relationship between the cue and 
product quality. The confidence value of a cue refers to the extent consumers are 
confident with their ability to accurately judge the cue (Cox, 1967; Olson & Jacoby, 
1972). The relative weight of a cue in the quality assessment process will be high when 
predictive or confidence values of the cue are high. 
These product cues can be classified as either intrinsic or extrinsic (Olson, 1974; 
Olson & Jacoby, 1972). Intrinsic cues refer to product-related attributes (e.g., ingredients) 
that can’t be changed without altering physical composition of the product. Conversely, 
extrinsic cues are product-related attributes (e.g., price, brand name, and packaging) that 
are not part of the physical product. Consumers tend to use both intrinsic and extrinsic 
cues when evaluating product quality (Jacoby, Olson, & Haddock, 1971; Kardes et al., 
2004; Szybillo & Jacoby, 1974). 
The relative importance of extrinsic versus intrinsic cues in consumers’ minds 
affects consumers’ quality assessment of products. Literature has shown that since 
intrinsic (vs. extrinsic) cues have more predictive values, they are more important when 
judging product quality (Darden & Schwinghammer, 1985; Etgar & Malhotra, 1981; 
Olson & Jacoby, 1972; Szybillo & Jacoby, 1974). However, extrinsic (vs. intrinsic) cues 
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are posited as quality indicators when consumers do not have enough information about 
intrinsic product attributes. This situation occurs when consumers have little experience 
with the product, not enough effort or time to evaluate intrinsic cues, or have no access to 
intrinsic cues (Zeithaml, 1988).  
In summary, cue utilization theory suggests that product cue can be both intrinsic 
and extrinsic, and the adoption of these cues depends on their relative predictive values. 
Consumers tend to adopt intrinsic cues for product quality assessment when both intrinsic 
and extrinsic cues are available, but will rely more on extrinsic cues when they do not 
have enough information about intrinsic cues. In the next section, I examine dual process 
theory to explore the role of price as an extrinsic cue for consumers’ judgments. 
 
2.2 Dual Process Theory and the Dual Role of Price 
Dual Process Theory 
 Chaiken (1980) proposed a heuristic-systematic model (HSM) to describe two 
routes through which people process information, to explain how people cognitively 
process information, and to predict situations that affect the way in which people process 
information. HSM has inspired a great deal of consumer behavior research aimed at 
understanding how consumers process information and make purchasing decisions. Since 
information processing plays a key role in price perceptions, it is important to review 
HSM research. 
The heuristic-systematic model postulates heuristic and systematic processing as 
two modes that people use to process information and make judgments. Systematic 
processing involves analytic, comprehensive, and cognitive processing of judgment-
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relevant information (Chaiken & Trope, 1999). Systematic processing requires people to 
invest considerable cognitive effort and full attention to the information presented so as 
to carefully examine messages and arguments, and then determine whether there is 
enough evidence to support the claim of the message. This manner of processing depends 
on (a) one’s existing knowledge, (b) the perceived capability to think critically, and (c) 
the perceived usefulness of the available information. While those who use systematic 
processing employ a wide spectrum of information when making judgments, those who 
adopt heuristic processing rely on “relatively general rules” generated from past 
experiences (Chaiken, 1980). Heuristic processing requires less cognitive effort or 
attention to the information processed. Those who adopt heuristic processing rely on 
contextual information, such as the source of information, to evaluate the validity of the 
message and make judgments (Chaiken & Maheswaran, 1994). 
The Dual Role of Price 
The economic and behavioral theories studying the role of price in consumers’ 
product evaluations suggest that price may serve as indicators of both quality and 
monetary sacrifice (Erickson & Johansson, 1985). Monetary sacrifice as a role of price is 
derived from classical economic theory, which assumes price as the amount of money 
that consumers have to sacrifice to satisfy consumption needs (Völckner, 2008). Based on 
this argument, high price negatively impacts utility and decreases the chance of purchase 
(Erickson & Johansson, 1985). On the other hand, behavioral research observes that price 
may also signal a product’s quality. For example, Leavitt (1954) found that when price 
was the only information to differentiate between products, consumers were more likely 
to infer quality from price. 
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Monroe and Krishnan (1985) provided a price-quality-value model that indicates 
the relationship between price, perceived sacrifice, perceived quality, perceived value, 
and willingness to buy (Figure 1, from Dodds, Monroe, and Grewal 1991). This model 
suggests that consumers encode the objective price as a subjective internal representation 
along a price continuum, from which they derive implications for perceived quality or 
perceived monetary sacrifice (Jacoby & Olson, 1977). For example, a pair of sunglasses 
with a price of $199 would be perceived as expensive, acceptable, or cheap depending on 
how consumers encode it. 
 
Figure 1: Price-Quality-Value Model 
 
According to the model, the role of price affects perceived value and willingness 
to purchase. Specifically, if price is used to infer product quality, higher price would 
result in higher quality perception. On the other hand, if price is used to infer monetary 
sacrifice, higher price would lead to higher perceptions of sacrifice required to purchase 
the product. The trade-off between perceived quality and perceived sacrifice leads to the 
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perceptions of value, which predict the willingness to purchase. The higher the perceived 
value, the higher the willingness to purchase (Dodds, et al., 1991). 
The literature has identified several situations that affect the role of price in 
product judgments. Monroe (2003) has argued that when cognitive resource is limited, 
consumers are more likely to adopt heuristic processing for product information, and 
therefore become more likely to use price as a heuristic cue to infer quality. However, 
when consumers have abundant cognitive resources to process product information, they 
process information systematically and are more likely to consider price as an indicator 
of monetary sacrifice. Research also shows that when consumers are not experienced 
with the product, do not have enough effort or time to process intrinsic cues, or are not 
able to access intrinsic cues, they will be more likely to use price as a heuristic cue for 
quality inference (Zeithaml, 1988). In this case, consumers will perceive a high-priced 
product as having high quality (Monroe, 2003). However, when consumers are 
experienced with the product, have sufficient time to process intrinsic cues, or are able to 
access information from intrinsic cues, they are more likely to consider price as an 
indicator for monetary sacrifice. Thus, such consumers will be more likely to perceive a 
high-priced product as high in monetary sacrifice. 
Recent pricing research extends previous work by forming two research streams. 
One stream of research has examined the role of price from the ways in which consumers 
view product information. For example, Bornemann and Homburg (2011) show that 
psychological distance (e.g., temporal and social distance) influences consumers’ price 
perceptions due to their differences in construal level. Specifically, they find that 
consumers are more likely to infer quality (vs. monetary sacrifice) from price when 
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products are psychologically distant (vs. proximal). Lalwani and Shavitt (2013) 
demonstrated the role of self-construal in price perceptions, suggesting that holistic (vs. 
analytic) thinking style underlies the tendency for interdependents (vs. independents) to 
use price as an indicator of quality. 
Another stream of research has examined the interaction between motivation and 
ability to process product information. Chaiken and Trope (1999) found that consumers 
will scrutinize task-related information when they have motivation and ability to 
systematically process information. However, when consumers have low motivation or 
less ability to process information, they will rely on a less effortful heuristic processing. 
Suri and Monroe (2003) further suggested that the interaction between motivation and 
availability of time to process information affects price perception. Specifically, 
consumers engage in systematic processing of product information when motivation is 
low and time pressure is moderate, so that they become more likely to consider price as a 
monetary sacrifice indicator. On the other hand, consumers engage in heuristic 
processing of product information when time pressure is either high or low and 
motivation is low, or when time pressure is high and motivation is high, so that they 
become more likely to consider price as a quality indicator. Also, both Kardes et al. 
(2004) and Cronley et al. (2005) found that the price-quality relationship depends on 
cognitive closure (motivation) and information load and organization (ability). 
Specifically, they suggest that consumers are more likely to embrace belief-inconsistent 
information and their quality inferences are less influenced by price when concern about 
closure is low (vs. high) and information is presented randomly (vs. ordered) or a small 
amount of information is presented. Suri et al. (2007) suggest that perceived scarcity both 
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induces arousal that interferes with an individual’s ability to systematically process 
information, and increases the motivation to process that information. The results 
demonstrate that increased arousal associated with scarcity constrains the ability to 
systematically process information, leading to stronger reliance on price for quality 
inference. Suri et al. (2012) argue that sorting on brand names rather than prices 
constraint more cognitive resources, which interacts with motivation to form price 
perceptions. To be specific, sorting on brand names limits cognitive resources to process 
information when motivation is high, leading to stronger price-quality inference. 
However, no difference in price perception between brand and price sort is found when 
motivation is low. 
 In summary, the due process theory proposes heuristic and systematic processing 
as two ways in which people process product information. The dual role of price suggests 
that individuals deem price as a quality indicator when they engage in heuristic 
processing, and consider price as a monetary sacrifice indicator when using systematic 
processing. The availability of cognitive resources affects heuristic/systematic 
information processing, which in turn affects product price and value perceptions. Since 
stereotype threat-induced cognitive resource reduction could influence consumers’ 
product price and value perceptions, understanding its effect would be useful for retailers 
to adjust their retail contexts to increase sales. Thus, I introduce the concept of stereotype 
threat and examine how it influences consumers’ price perceptions in the next section. 
 
2.3 Stereotype Threat 
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Stereotype threat refers to the situational predicament caused by the notion that an 
individual could confirm negative stereotypes about one’s group (C. M. Steele & 
Aronson, 1995). Steele and Aronson (1995), who tested the effect of stereotype threat on 
intellectual test performances, suggested that the notion of the cultural stereotype that 
African Americans are intellectually inferior interferes with Black students’ intellectual 
test performances. Specifically, in the tests that are framed as diagnostic of verbal ability, 
Black students scored lower than their White counterparts. However, Black students 
scored equally with White students when the tests were described as problem solving 
exercise. Their research demonstrated that performance in intellectual tests can be 
negatively affected by the threat of confirming negative stereotypes. 
The Nature of Stereotype Threat 
Literature has shown that stereotype threat has three general features. First, 
stereotype threat stems from situational cues signaling that negative stereotypes about 
one’s social identity may be used to interpret one’s behavior. Therefore, targets of 
stereotype threat do not need to believe the stereotype to experience stereotype threat. 
Rather, they only need to be aware of the existence of stereotype and be concerned about 
their performance in the stereotyped domain (Aronson, Fried, & Good, 2002). Since all 
people belong to some social groups that are linked to negative stereotypes, they will 
experience stereotype threat whenever these stereotypes are exposed. Further, the nature 
of the threat depends on the content of the negative stereotypes and the targeted 
individuals. For example, the stereotype about math skills is perceived as threatening 
only for women, whereas the stereotypes of maturity and self-control threaten only 
teenagers. 
15 
 
Although stereotype threat affects anyone who belongs to a group that possesses 
negative stereotypes, the extent that stereotype threat impacts targeted individuals differs 
due to several factors. One such factor is the meaning of negative stereotypes. For 
example, threats triggered by stereotypes that demean self-integrity (e.g., math ability) 
have stronger negative impacts than stereotypes that disgrace the sense of humor. The 
impacts of negative stereotypes also depend on the extent that stereotyped individuals 
identify with the stereotype-related domain. The higher the domain identification, the 
more one is vulnerable to negative stereotypes of the domain. For example, the more 
individuals value and care about their performance in a task, the more likely that they will 
evoke stereotype-related stress that results in underperformance (Aronson, et al., 1999; 
Cadinu, et al., 2005; Hess, Auman, Colcombe, & Rahhal, 2003; Keller, 2007; Levy, 
1996). Also, the extent that individuals identify with negatively stereotyped social groups 
influences how much they experience stereotype threat. For example, research has shown 
that the more women identify with their own gender, the more they will be susceptible to 
the negative stereotype that women are not as capable as men in mathematics (Marx, 
Stapel, & Muller, 2005; McFarland, Lev-Arey, & Ziegert, 2003; Schmader, 2002). 
Furthermore, the extent that stereotype threat affects an individual depends on how 
conscious one is about a stigmatized social status, or “stigma consciousness” (Pinel, 
1999). For instance, individuals with higher stigma consciousness are more likely to seek 
for biases across situations and thus become less likely to perform as well in math tests 
when negative stereotypes are activated (Brown & Pinel, 2003). 
Literature has identified two major ways through which stereotype threat is 
manipulated: explicit and subtle. Explicit manipulations send blatant signals, such as 
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stating to subjects that group differences in performance exist (Aronson, et al., 1999; 
Beilock, et al., 2007), hearing others make a biased comment about a group (Adams, 
Garcia, Purdie-Vaughns, & Steele, 2006), or viewing things that contain cultural 
stereotypes (e.g., “I am too pretty to do math” t-shirts) (Davies, Spencer, Quinn, & 
Gerhardstein, 2002). Stereotype threat can be manipulated not only by explicitly stating 
the negative stereotype related to stigmatized individuals (Spencer, Steele, & Quinn, 
1999), but also through more subtle manipulations in which targets of stereotype threat 
are less likely to be consciously primed of expectations for underperformance (Inzlicht & 
Ben-Zeev, 2000; J. L. Smith & White, 2002; Stone & McWhinnie, 2008). Subtle signals 
that highlight negatively stereotyped identity also evoke stereotype threat. Examples of 
subtle manipulations include describing the task as being related to spatial or natural 
ability (Huguet & Regner, 2007; Stone, Lynch, Sjomeling, & Darley, 1999), highlighting 
minority status within a group (Inzlicht & Ben-Zeev, 2000; Murphy, et al., 2007), 
framing the purpose of the study as examining reasons for performance difference 
between groups (Beilock, et al., 2007; Brown & Pinel, 2003), completing a task in front 
of a sexist instructor (Adams, et al., 2006), and suggesting the tasks are diagnostic of 
cognitive ability (Spencer, et al., 1999; C. M. Steele & Aronson, 1995). 
Stereotype Threat-Induced Stress and Coping 
 Since stereotype threat functions as a stressor for targeted individuals (Clark, 
Anderson, Clark, & Williams,1999; Inzlicht, McKay, & Aronson, 2006; Pascoe & Smart 
Richman, 2009), reviewing stress and coping models is essential for the understanding of 
the process and responses to stereotype threat. Lazarus and Folkman (1984) proposed the 
“Transactional Model of Stress and Coping” as a framework to evaluate the process of 
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coping with stressful events. They suggest that stress comes from an “imbalance between 
cognitive demands and resources,” or occurs when “pressure exceeds one’s perceived 
ability to cope.” The model argues that stress response is mediated by one’s appraisal of 
the stressor and social and cultural resources. 
 When facing the stressor (e.g., stereotype threat), people engage in two types of 
appraisals: primary and secondary (Lazarus & Folkman, 1987). Primary appraisal refers 
to the person’s judgment about the motivational relevance of the stressful event, whether 
it is stressful, positive, controllable, challenging, or irrelevant. This process considers 
whether the person has a stake, i.e., relevance to “psychological, physical, social, and 
material goals and commitments” (Lazarus & Folkman 1987) in the encounter, and if so, 
what kind. If no stake is involved, the encounter is irrelevant to the person’s well-being 
and doesn’t evoke emotions. Secondary appraisal is the evaluative judgment about what 
actions one can take to improve the relationship between oneself and the stressful 
environment. This manner of appraisal involves coping efforts aimed at regulating 
problems related to the outcome of the process. Since harm, threat, challenge, and benefit 
depend on the level of control we have over outcomes, secondary appraisal is an 
important supplement to primary appraisal. Although these two processes of appraisal 
influence each other, there is no temporal order of their occurrence. 
Both primary and secondary appraisals involve coping. Janis and Mann (1977) 
argued that primary appraisal results in mobilization of coping, and increased attention to 
consequences that occur. In regard to secondary appraisal, coping aims at determining 
whether anything can be done to change the stressful person-environment relationship. 
18 
 
Folkman and Lazarus (1980) proposed two major types of coping: problem-
focused and emotion-focused. Problem-focused coping aims at altering the relationship 
between person and environment. People use it to manage the source of the problem 
when they feel that they have control over the situation. Emotion-focused coping aims at 
managing emotional distress. People use it when they can’t manage the source of the 
problem and have little control of the situation. People use both problem-focused and 
emotion-focused coping in all types of stressful encounters. 
From a physiological standpoint, stereotype threat is an acute stress that elevates 
cortisol levels, which might negatively impact executive process. The effect of cortisol 
levels on attention and memory forms an inverted-U shape, in which elevated cortisol 
levels increase focused attention and resulting memory, while extreme levels of cortisol 
impair the same processes. This would explain improved performances in selective 
attention tasks with high-pressure for performance (Chajut & Algom, 2003; Ellenbogen, 
Schwartzman, Stewart, & Walker, 2002), as well as performance impairments in tasks 
that involve high cognitive load (Braunstein-bercovitz, 2003; Vedhara, Hyde, Gilchrist, 
Tytherleigh, & Plummer, 2000). Stereotype threat-induced physiological stress would 
dramatically increase cortisol levels, which negatively affects focused attention and 
memory. 
Individuals experiencing stereotype threat spontaneously cope with the threat. In 
the context of stress and coping framework, stress could trigger various coping strategies, 
such as sensation blocking, emotion regulation, distraction, thought suppression, 
cognitive restructuring, denial, continuous self-monitoring, and avoidance (Compas, 
Connor-Smith, Saltzman, Thomsen, & Wadsworth, 2001). Since stereotype threat is an 
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acute stress, targeted individuals tend to manage it through these resource-demanding, 
emotion-focused coping strategies, such as emotion regulation and thought suppression 
(Johns, Inzlicht, & Schmader, 2008; Logel, Iserman, Davies, Quinn, & Spencer, 2009). I 
review outcomes of stereotype threat in the next section to study how stereotype threat 
results in various performance and non-performance consequences. 
Performance vs. Non-Performance Outcomes of Stereotype Threat 
Stereotype threat has been shown to negatively impact performance in tasks that 
trigger task-related stereotypes. Most studies examining the effect of stereotype threat on 
performance have focused on reduced achievements in academic environments, such as 
in lab studies (C. M. Steele & Aronson, 1995), classroom settings (Cole, Matheson, & 
Anisman, 2007; Good, Aronson, & Harder, 2008; Keller, 2007; Neuville & Croizet, 
2007), and national standardized tests (Good, Aronson, & Inzlicht, 2003). These studies 
have found performance impairments in a series of cognitive tasks, such as mathematical 
tasks (J. L. Smith & White, 2002), verbal tests (C. M. Steele & Aronson, 1995), mental 
rotation (Wraga, Duncan, Jacobs, Helt, & Church, 2006), test of memory (Hess, et al., 
2003), and academic learning (Boucher, Rydell, Van Loo, & Rydell, 2012; Rydell, 
Rydell, & Boucher, 2010; Taylor & Walton, 2011). Literature has also examined the 
effect of stereotype threat on performance outside academic settings. For example, 
Beilock et al. (2006) found that stereotype threat causes underperformance in tasks that 
involve automated behavioral processes, which direct targets’ attention to proceduralized 
processes. 
Although performance has been the most studied outcome of stereotype threat, 
recent research has moved beyond performance decrements. Some studies have shown 
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that stereotype threat affects social behaviors. For example, stereotype threat is shown to 
impact social interactions, such as the ability to have fluid conversations with others 
when facing negative stereotypes (Bosson, Haymovitz, & Pinel, 2004; Richeson & 
Shelton, 2003). Other studies examine psychological reactions towards negative 
stereotype related situations. For example, stereotype threat leads to more internal 
attributions of failure (Koch, Müller, & Sieverding, 2008), mental discounting of the 
validity or importance of tasks (Keller, 2002), and the adoption of self-handicapping 
strategies (Keller, 2002; Stone, 2002). Other outcomes of stereotype threat pertain to how 
targeted individuals feel towards stereotyped group or domain. For example, stereotype 
threat can lead targeted individuals to input efforts to distance themselves from and 
question their belonging to the stereotyped group or domain (Good, Rattan, & Dweck, 
2012). Studies have found that stereotype threat results in individuals trying to deny traits 
or behaviors that are specific to the group’s stereotype (Cohen & Garcia, 2005; Pronin, 
Steele, & Ross, 2004). Stereotype threat-targeted individuals may also disengage from 
the stereotyped domain as they consciously avoid or consider themselves unrelated to the 
domain (Major, Spencer, Schmader, Wolfe, & Crocker, 1998; von Hippel, et al., 2005). 
Some recent research has shown the effect of stereotype threat on consumers’ 
behavior. Studies have shown that stereotype threat influence consumers’ financial and 
service decisions. For example, Carr and Steele (2010) demonstrate that stereotype threat 
evokes loss-aversion and risk-aversion, which predicts targeted individuals’ choice of 
financial options. Lee et al. (2011) show that anxiety induced by stereotype threat 
decreases consumers’ willingness to transact with out-group service providers. Past 
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research, however, has not examined whether stereotype threat could influence 
consumers’ product, price and value perceptions. 
Stereotype Threat Outcomes for Different Social Groups 
Literature has shown that stereotype threat negatively affects outcomes for 
individuals of different ethnicities. For example, when tasks are linked to negative 
stereotypes of intelligence, Blacks and Latinos perform worse than Whites (Gonzales, 
Blanton, & Williams, 2002; C. M. Steele & Aronson, 1995). When White students are 
told that their performance on a math test would be compared with Asian students 
(Aronson, et al., 1999), or when Whites are compared with Blacks in a motor task aimed 
at detecting their natural athletic ability (Stone, 2002; Stone, et al., 1999), they would 
perform more poorly than their counterparts. Also, when Whites fear that they might 
confirm the stereotype that White people are racist, their performance on tests will be 
impaired (Frantz, Cuddy, Burnett, Ray, & Hart, 2004). 
Stereotype threat impacts both men and women. Some research has shown that 
stereotype threat negatively affects White men’s performance in sports (Stone, et al., 
1999), and negatively impacts homosexual men’s ability to effectively provide childcare 
(Bosson, et al., 2004). However, the majority of research has focused on the impact of 
stereotype threat on women. For example, stereotype threat negatively influences 
women’s performance in negotiation (Kray, Galinsky, & Thompson, 2002), driving 
(Yeung & von Hippel, 2008), and athletics (Stone & McWhinnie, 2008). Women 
experiencing stereotype threat are more likely to attribute their failure to internal 
characteristics (Koch, et al., 2008), question the validity of the task in which they 
underperformed (Lesko & Corpus, 2006), distance themselves from characteristics 
22 
 
related to negative stereotypes (Pronin, et al., 2004), change to non-science professions 
(J. Steele, James, & Barnett, 2002), lose interest in math and science discussions that are 
numerically dominated by men (Murphy, et al., 2007), experience decreases in the sense 
of belonging to a stereotyped field (Good, et al., 2008), and show a decreased interest in 
leadership roles in majors and careers that involve quantitative skills (Davies, et al., 
2002). 
Stereotype Threat for Females in Science, Technology, Engineering, and Mathematics 
(STEM) 
There is a significant percentage disparity between men and women in fields such 
as science, technology, engineering, and mathematics (Cooper & Weaver, 2003; Lindzey, 
Gilbert, & Fiske, 2003; Stangor & Sechrist, 1998). For example, only 8% tenured and 
13% tenure-track positions at mathematics and chemistry departments in top 50 U.S. 
research institutions (Ripley, 2005; Story & Academia, 2005), and 11% of the workforce 
in the engineering industry are women (Tietjen, 2004). The disparity is likely to continue, 
as men are over four times more likely to pursue majors enriched with math than do 
women (Tietjen, 2004). 
Seymour (1995) found that the gender gap between men and women in STEM 
fields is not due to differences in natural aptitude. Rather, women who “enter with 
sufficient independence to adjust quickly to… impersonal pedagogy…bond to their major 
through intrinsic interest and a strong sense of career direction; they develop attitudes and 
strategies in order to neutralize the effects of male, peer hostility.” The research proposed 
that the success of women in STEM fields depends on their belief in their ability to 
succeed. However, women are widely considered as less competent than men in 
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mathematics (Bradach & Eccles, 1989; Dar-Nimrod & Heine, 2006; Spencer, et al., 
1999) as well as in science, engineering, and technology (Nass, Moon, & Green, 1997), 
which might have caused them to doubt their ability to succeed. Thus, stereotype threat is 
the major reason for the observed gender gap in STEM fields (Inzlicht & Ben-Zeev, 
2000). 
Most studies of stereotype threat that impacts women have focused on STEM-
related stereotypes. For example, women under STEM stereotype threat are more likely 
to get lower grades in math tests (Keller, 2002; Lesko & Corpus, 2006; McIntyre, 
Paulson, & Lord, 2003), attribute their failure on a computer task to internal 
characteristics (Koch, et al., 2008), make errors in driving tasks (Yeung & von Hippel, 
2008), prefer service providers of the same gender (Lee, et al., 2011), distance themselves 
from STEM-related group or domain (Pronin, et al., 2004), and discount the validity of 
the math task (Lesko & Corpus, 2006). 
STEM-related stereotype threat evokes a series of processes that ultimately 
influence working memory resources for targeted women. The fear of confirming 
negative stereotypes induces anxiety and physiological arousal (Ben-Zeev, et al., 2005; 
Murphy, et al., 2007; O'Brien & Crandall, 2003), as well as suppression of negative 
thoughts and anxiety (Johns, et al., 2008; Logel, Iserman, et al., 2009). Both arousal and 
suppression impact targeted individuals’ working memory resources (Inzlicht, et al., 
2006). Therefore, working memory resources for women would be lower after 
experiencing stereotype threat. 
 In summary, stereotype threat is a stressor that affects a series of outcomes for 
different social groups. It evokes stress and coping responses, which cause different 
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outcomes with targeted individuals. STEM-related stereotype threat is the reason for a 
wide range of gender gaps in STEM-related fields. In the next section, I elaborate on how 
stereotype threat affects working memory. 
 
2.4 Working Memory Resources 
 Since stereotype threat causes temporal impairment of working memory, which 
consequently influences various aspects of self-control, such as aggression, eating, 
attention, and decision making (Beilock, et al., 2007; Inzlicht & Kang, 2010), 
understanding working memory should be essential for the examination of stereotype 
threat on price perceptions. Thus, I review working memory before examining the effect 
of stereotype threat on working memory. 
The Nature of Working Memory 
Working memory has its roots in the research of short-term memory, which refers 
to the memory used to manipulate and retain information for use in the near future. 
Working memory refers to the memory used to plan and carry out behavior (Miller, 
Galanter, & Pribram, 1960). Although the definition of working memory stems from 
short-term memory, the two are essentially distinct concepts. For example, information 
stored in short-term memory has no correlation with performance on fluid intelligence 
measures (Engle, Tuholski, Laughlin, & Conway, 1999; Kane, et al., 2004). Also, 
working memory indicates the ability to engage in high-level cognitive processing, 
whereas short-term memory does not. 
Baddeley and Hitch (1974) derived the concept of working memory by proposing 
a multi-component model comprised of three major components: a visual-spatial 
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sketchpad, a central executive, and a phonological loop. The visual-spatial sketchpad 
stores visual and spatial information that can be used to construct and manipulate visual 
images. The central executive is used to direct attention to relevant information, suppress 
irrelevant information and inappropriate actions, and coordinate cognitive resources to do 
multiple tasks. The phonological loop can both store information, and prevent it from 
decay through rehearsal. Later, Baddley (2000) added the fourth component of the 
model—a multi-model episodic buffer that serves to combine information from the 
visual-spatial sketchpad, the phonological loop, and long-term memory to form a unitary 
episodic representation. 
Other researchers have proposed competing definitions and models of working 
memory. For example, Cowan (1995) defined working memory as a part of both short-
term and long-term memory. Working memory is regarded as having two embedded 
levels, including an unlimited capacity and an activated long-term memory 
representation, and a limited capacity and an activated representation of up to four 
elements. Pennington (1994) characterized working memory as a “limited capacity 
computational arena” responsible for both information storage and processing. This 
definition proposed that working memory has two general features. First, working 
memory is an executive function performed in the prefrontal cortex. Functional MRI 
studies demonstrate that tasks that require working memory increase prefrontal activity 
(Jonides, et al., 1997). Second, working memory has limited capacity. Performance on 
executive functions that utilize working memory depends on attention that selects 
relevant stimuli for processing, while simultaneously inhibiting irrelevant information 
(Roberts Jr & Pennington, 1996). Although researchers interpret working memory 
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differently, they all agree that it consists of multiple mechanisms involving controlling, 
regulating, and actively maintaining task-related information.  
Working Memory Resources as a Limited Resource 
“Working memory resources” refers to the central executive processor of working 
memory that focuses attention on temporarily activated information of interest (Engle, 
2002). It contains both temporal information storage and attentional capability (Engle, et 
al., 1999). The multiple pieces of information held in working memory is critical for 
complex cognitive activities such as learning, problem solving, and language 
comprehension (Cowan, 2010). 
Researchers found that working memory has limited capacity. The earliest 
research in capacity limit of working memory found that a “magical number seven” 
elements is the amount of information that young adults store in short-term memory 
(Miller, 1956). This memory span is regardless of whether the seven elements were 
letters, words, digits, etc. Later, Miller (1994) found that the span depends on the type of 
elements used (e.g., the span is six for letters, five for words, and seven for digits). The 
review from Henderson (1972) on the verbal storage system of working memory found 
that the span of the verbal part of working memory is a “new magic number four.”  Later 
studies measured the capacity of the visual storage system of working memory. For 
example, Luck and Vogel (1997) provided an estimate for visual short-term memory 
capacity using a series of experiments that asked subjects to detect changes in color and 
orientation. They found that the capacity of visual working memory is around four visual 
features. 
Measurement of Working Memory Resources 
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Based on Baddeley and Hitch’s (1974) theory of working memory, researchers 
have developed various tasks to test the capacity of working memory, including counting 
span, operation span, and reading span. Since a more adaptive working memory system 
would allow keeping task-relevant information active and accessible when processing 
information, these tasks require not only information storage and rehearsal, but also 
processing of additional information (Case, Kurland, & Goldberg, 1982; Daneman & 
Carpenter, 1980; Turner & Engle, 1989). Such tasks involve remembering target stimuli 
(e.g., digits or words) while presenting a demanding processing task (e.g., 
comprehending sentences, verifying equations, or enumerating an array of shapes). 
Reading span task was the first test to simultaneously measure working memory 
storage and processing functions (Daneman & Carpenter, 1980). Subjects in this task read 
sentences while remembering words, one for each presented sentence. After the 
completion of two to six word/sentence combinations, subjects were asked to recall all 
the words presented before those sentences. Operation span task, developed by Turner 
and Engle (1989), predicts the reading ability with a working memory span task unrelated 
to sentence reading. This task requires subjects to memorize words before solving 
mathematical equations, and recall them after finishing a string of math equations. Except 
that Turner and Engle’s (1989) operations replaced sentences with math equations, there 
is no difference from Daneman and Carpenter’s (1980) reading span task. Case et al.’s 
(1982) counting span task has been particularly useful for populations (e.g., patients, 
children, and elderly) that requires simple tasks to measure working memory. Different 
from reading and operation span tasks, which require subjects to memorize words, 
counting span task ask subjects to count shapes and remember them for recall. 
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Temporal Impairment of Working Memory Resources 
The capacity of working memory can be temporarily depleted by engaging in 
deliberate and effortful thought and behavior that draw from this pool of limited 
resources (Baumeister, Bratslavsky, Muraven, & Tice, 1998; Mischel & Ayduk, 2004; 
Schmeichel, 2007; Vohs & Heatherton, 2000). Thus, when one finishes an effortful task 
that lowers residual working memory resources, he/she would be less able to engage in 
subsequent effortful behaviors (Baumeister, 2002; Baumeister & Vohs, 2007; Gailliot, 
Schmeichel, & Baumeister, 2006). This limited working memory resource can be 
depleted by many different aspects of self-regulation and executive control that affect the 
central executive processor of working memory (Schmeichel, et al., 2003), including self-
control (Muraven, Tice, & Baumeister, 1998; Vohs, et al., 2008), emotional regulation 
(Muraven & Baumeister, 2000; Tice, Bratslavsky, & Baumeister, 2001), and information 
processing (Schmeichel, et al., 2003). 
Research has also shown that chorionic levels of stress and anxiety temporarily 
impairs the capacity of working memory (Eysenck & Calvo, 1992). For example, 
individuals with high trait of anxiety or more life stress perform worse in working 
memory resources tests than those who have low anxiety traits or less life stress 
(Derakshan & Eysenck, 1998; Klein & Boals, 2001). Research also shows that coping 
with stress and anxiety, such as sensation blocking, emotional regulation, thought 
suppression, avoidance, denial, distraction, cognitive restructuring, and self-monitoring 
all demand working memory resources (Compas, et al., 2001). For example, Klein and 
Boals (2001) argued that stress-elicited suppression of unwanted negative thoughts and 
feelings consumes executive resources, resulting in reduced working memory resources. 
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In addition, working memory resources for those high in trait anxiety (Sorg & Whitney, 
1992) or math anxiety (Ashcraft & Kirk, 2001) are more likely to be affected by stressful 
performance situations. In the next section, I will review how stress elicited by stereotype 
threat temporarily impairs working memory resources. 
 In summary, this section reviews the definition of working memory, and the way 
to measure or impair it. Working memory resources can be used to manipulate and retain 
information for use in the near future. It is comprised of three major components: a 
visual-spatial sketchpad, a central executive, and a phonological loop. It can also be 
measured by three types of span tasks: reading span, counting span, and operation span. 
The capacity of working memory can be temporarily depleted by engaging in deliberate 
and effortful thought and behavior. In what follows, I examine the effect of stereotype 
threat on the capacity of working memory. 
 
2.5 Stereotype Threat Taxes Working Memory Resources 
Since stereotype threat is essentially a source of stress (Clark, et al., 1999; 
Inzlicht, et al., 2006; Pascoe & Smart Richman, 2009), it can be interpreted by the 
framework of stress and coping models (Lazarus & Folkman, 1987). Stereotype threat is 
triggered by occasions that threaten individuals’ self-integrity, which is the perception of 
oneself as a valued entity that fits or suits the environment (C. M. Steele & Aronson, 
1995). This threat to self-integrity originates from a state of cognitive imbalance that 
one’s need for success and self-concept conflicts with negative social stereotypes. This 
state of imbalance becomes a source of stress that results in physiological manifestation 
of stress, interpretative processes and cognitive monitoring, affective responses, and 
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spontaneous efforts to cope with the threat (Major & O'Brien, 2005). All these 
physiological, emotional, cognitive, and behavioral responses can be categorized as: 
voluntary and involuntary (Major & O'Brien, 2005). 
A number of involuntary stress responses occur once individuals start to appraise 
stereotype threat. The fear of confirming negative stereotypes of one’s group elicited by 
stereotype threat induces involuntary stress responses such as arousal (Ben-Zeev, et al., 
2005; Blascovich, et al., 2001; O'Brien & Crandall, 2003) and negative thoughts (Cadinu, 
et al., 2005). These involuntary responses are accompanied by voluntary coping through 
increased vigilance of threat- and failure-related cues. For example, Kaiser et al. (2006) 
suggested that women working with sexist men are more vigilant to sexism-related cues. 
Murphy et al. (2007) argued that cues related to a stereotyped domain increase women’s 
vigilance to relevant items in the environment. Voluntary coping strategies such as 
suppression and emotional denial also arise when individuals experience stereotype 
threat. For example, studies have shown that individuals also attempt to cope by 
suppressing negative thoughts and denying emotions (Johns, et al., 2008; Logel, Iserman, 
et al., 2009). 
Stereotype threat consumes working memory resources through both involuntary 
stress responses and voluntary coping strategies. As a part of involuntary stress response, 
stereotype threat drains working memory resources by inducing intrusive thoughts and 
concerns that interfere with the current task (Ashcraft & Kirk, 2001; Eysenck & Calvo, 
1992). As a part of voluntary response, automatic vigilance to task-irrelevant cues taxes 
working memory resources (Conway, et al., 2001). Voluntary coping strategies, such as 
thought suppression and emotion denial (Logel, Iserman, et al., 2009; Schmader, et al., 
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2008), require effortful self-control that also reduces working memory resources 
(Richards & Gross, 2000; Wegner, 1994). 
Literature has found converging evidence that stereotype threat impairs working 
memory resources through the two ways described above. Several researchers have 
specifically demonstrated that involuntary stress responses affect working memory 
resources. For example, Schmader and Johns (2003) were the first to demonstrate that 
stereotype threat results in math underperformance through negative thoughts that impair 
working memory resources. Croizet et al. (2004) found that stereotype threat increases 
disruptive mental load for stigmatized individuals, decreasing working memory 
resources. Beilock et al. (2007) showed that stereotype threat harms the phonological 
aspects of working memory system, which is undermined by the representation and 
rehearsal of anxiety related thoughts and worries. Other researchers have shown that 
voluntary coping strategies also affect working memory. For instance, Inzlicht et al. 
(2006) argued that coping with stigma induced by stereotype threat results in ego-
depletion that reduces working memory resources. Carr and Steele (2010) found that 
suppressing the thoughts of negative stereotypes results in ego depletion and 
consequently risk aversion. Inzlicht and Kang (2010) suggested that coping with the 
stress of negative stereotypes, such as emotional regulation and thought suppression, 
reduces working memory resources. Logel et al. (2009) argued that thought suppression 
occurs when stigmatized individuals try to concentrate on math tests, resulting in working 
memory deficits. Other research by Logel et al. (2009) suggested that thought 
suppression results in underperformance in math tests due to working memory resources 
impairment. Johns et al. (2008) also showed that stereotype threat-elicited emotional 
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regulation undermines working memory resources, resulting in underperformance in 
intellectual tests. 
In this research, I focus on examining how voluntary coping strategies affect 
working memory resources, which influence subsequent information processing. 
Previous research has shown that coping with stereotype threat affects information 
processing. For example, Carr and Steele (2010) argued that stereotype threat-evoked 
thought suppression leads to ego depletion, which negatively impacts systematic rather 
than heuristic information processing. Since suppressing negative thoughts and emotions 
is the default mode of psychological response towards stereotype threat (Schmader, et al., 
2008), individuals would experience working memory deficiency (Inzlicht, et al., 2006), 
which hinders systematic rather than heuristic information processing (Pocheptsova, 
Amir, Dhar, & Baumeister, 2009). By identifying the role that voluntary coping strategies 
play in stereotype threat, I can develop a way to influence consumers’ information 
processing by using a less resource-demanding coping strategy. 
 In summary, stereotype threat taxes working memory resources through two 
routes: involuntary stress response, and voluntary coping through increased vigilance to 
task-related cues, thought suppression, and emotion regulation. This research focuses on 
examining the way in which voluntary coping strategies influence working memory 
resources, which in turn affects processing of product information. 
 
2.6 The Mediating Role of Working Memory Resources 
Working Memory Resources and Information Processing 
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Researchers suggest that working memory resources influence people’s adoption 
of heuristic or systematic processing. Dual process theory suggests that systematic 
processing draws on limited working memory resources (De Neys, 2006), while heuristic 
processing is independent from working memory (Kahneman, 2011). Recent work 
proposed that executive resource availability affects heuristic/systematic information 
processing (Pocheptsova, et al., 2009). Neys (2006) further suggested that the availability 
of executive resources is directly linked to the way in which information is processed, 
such that the more resources available, the more likely that people will engage in 
systematic rather than heuristic processing. Therefore, when executive resources are 
depleted, consumers would be less able to engage in systematic product information 
processing. 
Working Memory Resources and Price Perceptions 
Research has shown that working memory resources, which are influenced by the 
amount of cognitive load, impact information processing and result in various price 
perceptions. For example, Kardes et al. (2004) and Cronley et al. (2005) found that both 
concern about closure (low vs. high) and organization (randomly vs. orderly) influence 
selective information processing, and consequently price-quality relationship. 
Specifically, when concern about closure is low (vs. high) and information is randomly 
(vs. orderly) presented or a small amount of information is given, consumers would 
attend more to belief-inconsistent information, which leads to a weaker price-quality 
relationship. However, if concern about closure is high, individuals often neglect belief-
inconsistent information. Suri et al. (2007) suggested that perceived scarcity increases 
arousal, which interferes with consumers’ ability to heuristically/systematically process 
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information, leading to various price judgments. Suri et al. (2012) also argued that sorting 
on brand names increases memory load more than a price sort, leading to different 
sensitivities to price that affects price perception. 
Stereotype Threat affects Price Perceptions through Working Memory 
Stereotype threat impacts the way in which people adopt heuristic or systematic 
processing of product information through affecting working memory resources. Since 
self-regulation, choice, and decision making draw on the same pool of executive 
resources (Bruyneel, Dewitte, Vohs, & Warlop, 2006; Schmeichel, 2007; Vohs, et al., 
2008), engagement in any task that draws from these resources could affect subsequent 
tasks that depend on the same resources. For example, Pocheptsova et al. (2009) 
indicated that when executive resource depletion occurs, subsequent tasks such as the 
monitoring process in consumer choice is impaired. Similarly, since individuals 
experiencing stereotype threat attempt to cope with their anxiety, such that this emotional 
regulation process depletes working memory resources (Johns, et al., 2008), consumers 
would subsequently rely more on heuristic and less on systematic processing for product 
information. 
The extent consumers engage in heuristic/systematic processing determines 
whether they use intrinsic or extrinsic cues for price and product value judgments (Alba, 
Mela, Shimp, & Urbany, 1999; Miyazaki, Grewal, & Goodstein, 2005). Consumers’ price 
and product judgments are based on the combination of intrinsic and extrinsic cues 
(Purohit & Srivastava, 2001; Rao & Monroe, 1989). In general, since intrinsic cues (e.g., 
attribute information) are perceived as more useful than extrinsic cues (e.g., price), the 
former dominates the latter when forming product evaluations. However, when there is 
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not enough intrinsic information or the information is not useful, or there is a lack of 
opportunity to process it, consumers will rely on extrinsic cues to infer product quality 
(Monroe, 2003; Suri, et al., 2012). Miyazaki et al. (2005) further found that when 
intrinsic information is scarce, the price-quality relationship is stronger when a positive 
price cue is paired with another positive cue (e.g., strong warranty, positive country of 
origin or strong brand). When the two cues are inconsistent, consumers overweigh 
negative cues in their evaluations. 
Stereotype threat increases the use of extrinsic price cue for quality rather than 
sacrifice judgments through depleting working memory resources that undermine 
systematic information processing. As discussed in the earlier section, stereotype threat 
increases the chance that people use heuristic information processing. And since the 
reliance on extrinsic price cue for quality (vs. sacrifice) inference increases (vs. 
decreases) with the adoption of heuristic processing (Suri & Monroe, 2003), I propose 
that stereotype threat-caused impairment of working memory resources leads to positive 
price-perceived quality and negative price-monetary sacrifice relationships (see Figure 2). 
Therefore, 
 
H1a: Perceptions of quality for a high- (low-) priced product will be higher 
(lower) for individuals who experience stereotype threat than those who don’t. 
 
H1b: Perceptions of monetary sacrifice for a high- (low-) priced product will be 
lower (higher) for individuals who experience stereotype threat than those who 
don’t. 
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Figure 2: Proposed Conceptual Model 
 
When consumers experience stereotype threat, they become more likely to rely on 
price-quality rather than price-sacrifice relationship for product value judgment. Thus, a 
relatively high (low) price will lead to high (low) quality and low (high) monetary 
sacrifice judgment. Since the trade-off between quality and monetary sacrifice predicts 
perceived product value, consumers who experience stereotype threat will generate high 
(low) perceived product value for high- (low-) priced product. Formally, 
 
H2: Consumers’ perceived product value for a high- (low-) priced product will be 
higher (lower) for those who experience stereotype threat than those who 
don’t. 
 
2.7 The Moderating Role of Coping Strategies 
The Process Model of Emotion Regulation 
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Since different coping strategies tax the amount of working memory resources 
differently, modifying coping strategies to one that doesn’t consume as much working 
memory resources is expected to diminish the effect of stereotype threat on price 
perceptions. Thus, I examine the process model of emotion regulation to review relevant 
coping strategies and their effects on working memory resources. 
The process model of emotion regulation (see Figure 3) suggests two ways of 
coping to replace the formal problem-focused and emotion-focused coping: change the 
input (antecedent-focused coping), or manipulate output (response-focused coping) to the 
system (Gross, 1998). Antecedent-focused coping directs people to cognitively reappraise 
a threatening situation to a non-threatening one to undermine its emotional effects. 
People who use antecedent-focused coping might reevaluate the situation to reduce 
emotional relevance (Lazarus, 1991; C. A. Smith & Ellsworth, 1985). This method of 
coping results in deactivation of emotional response tendencies that lead to less 
subjective, physiological, and expressive emotional signs. On the other hand, response-
focused coping aims at minimizing the experience of negative emotions that have been 
generated from ego-threatening situations. Thus, this way of coping affects target’s 
emotional responses after those emotions are generated. One example of response-
focused coping is suppression, which is a conscious inhibition of emotional expressions. 
Suppression could result in a mixed physiological state, which includes increased 
sympathetic activation (Gross & Levenson, 1997), decreased somatic signs of emotion 
(Gross & Levenson, 1993), and decreased heart rate (Obrist, 1981). 
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Figure 3: Process Model of Emotion Regulation 
 
 According to Gross (2001), there are five occasions in the process through which 
emotions are generated: (1) situation selection (e.g., preference on having conversations 
with people one can laugh with before exams), which forms expectation of consequences 
for future situations, and choose between those situations using their own emotional 
goals; (2) situation modification (e.g., modify the topic of conversation), which suggests 
that after a situation is chosen, individuals can modify the environment towards their 
regulatory goals; (3) attention deployment (e.g., distract oneself from conversation by 
counting ceiling titles), which refers to individuals’ intentional attention direction that 
aimed at affecting emotions; (4) cognitive change (e.g., remind oneself that a test is “only 
a test,” rather than something that evaluate one’s value), which refers to reevaluating the 
emotional significance of emotions so as to change how one views the situation; (5) 
response modulation (e.g., hiding embarrassment after failing the exam), which refers to 
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the effort to alter response tendencies after emotions are evoked. Except that response 
modulation is a response-focused coping strategy, all the other four are antecedent-
focused coping strategies. 
The two types of coping tax different amount of cognitive resources. Research has 
shown that response-focused coping affect cognitive processes (Richards & Gross, 2000; 
Schmeichel, et al., 2003), elevate physiological markers of stress (Gross, 1998; Gross & 
Levenson, 1997), and eventually affect working memory resources (Johns, et al., 2008). 
Different from response-focused coping, antecedent-focused coping does not influence 
cognitive functioning, thus are less likely to impact individuals’ working memory 
resources (Johns, et al., 2008). 
Coping with Stereotype Threat 
The literature has shown two ways to eliminate the effect of stereotype threat on 
outcome variables. The first is through redirecting the appraisal process. For example, 
Ben-Zeev et al. (2005) found that giving targets an external attribution for arousal 
undermines the effect of stereotype threat on performance. Another is by preventing 
emotion-focused coping strategy. For instance, telling participants that anxiety has no 
detrimental effect on test performance eliminates impairment of working memory 
resources, mainly because such reappraisal eliminates the necessity to regulate emotions 
(Johns, et al., 2008). Since redirecting the appraisal process provides strong theoretical 
and practical implications, I examine whether this reappraisal would minimize the effect 
of stereotype threat on price perceptions. 
The literature shows that since stereotype threat poses an acute level of stress, 
targeted individuals use response-focused coping in reaction to stereotype threat (Inzlicht 
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& Kang, 2010; Johns, et al., 2008). The literature has shown that response-focused 
coping (e.g., suppression) disrupts cognitive processes (Richards & Gross, 2000; 
Schmader & Johns, 2003). On the other hand, since antecedent-focused coping (e.g., 
reappraisal) doesn’t demand the same magnitude of online cognitive activity for 
monitoring feelings and behaviors, it does not deter psychological functioning (Gross, 
2002). The literature has offered convergent evidence on the difference of cognitive 
demand. For example, suppression is generally deemed as a maladaptive (i.e., increase 
stress level) emotion regulation strategy, which requires the mobilization of substantial 
amount of cognitive resources (Richards, 2004). Johns et al. (2008) suggested that 
individuals’ attempt to suppress thought or anxiety expression depletes executive 
resources that could be later used to engage in high-order cognitive functioning. Further 
studies have shown similar thought suppression effects in decision-making (Fischer, 
Greitemeyer, & Frey, 2008), persistence tasks (Muraven & Slessareva, 2003), and stop-
inhibition tasks (Muraven, Gagné, & Rosman, 2008). However, reappraisal, as an 
adaptive (i.e., decrease stress level) antecedent-focused coping strategy, enforces 
individuals to reinterpret emotional relevant cues as unrelated terms, which is less 
resource-demanding than suppression, and thus minimizes emotions’ effect on cognitive 
functions (Speisman, Lazarus, Mordkoff, & Davison, 1964). 
Since individuals under stereotype threat spontaneously adopt suppression (e.g., 
behave in a way that people watching them would not know they feel anything) as a 
coping strategy that impairs working memory resources (Johns, et al., 2008), they are 
more likely to adopt heuristic processing, therefore are more inclined to use price as an 
anchor for quality and value judgments. However, if stereotype threat targeted 
41 
 
individuals are instructed to use reappraisal (e.g., think objectively and analytically rather 
than emotionally relevant to you) as a coping strategy, their working memory resources 
and price perceptions are less likely to be reduced. Thus, those who reappraise stereotype 
threat are more likely to adopt systematic processing, thus become less likely to use price 
to refer quality and value. Hence, I propose: 
 
H3: Reappraisal will mitigate the effect of stereotype threat on price and product 
value perceptions, while suppression will not. 
 
2.8 Neuroscience Evidence of Stereotype Threat Effects 
Although the proposed model suggests that stereotype threat induced working 
memory reduction influences product price and value judgments, traditional paper-
pencil method is insufficient to provide direct evidence to support this proposed 
mechanism. It is possible that other mechanisms triggered by stereotype threat 
influenced consumers’ product price and value judgments. Social psychological 
literature has indirectly shown that the effect of stereotype threat on individuals’ math 
performance is mediated by suppression (Johns et al., 2008). In this research, I propose 
to provide direct evidence of the effect of stereotype threat on product price and value 
judgments through conducting an electroencephalogram (EEG) neuroimaging study. 
Neuroscience literature has found evidences in the effect of stereotype threat 
induced emotion regulation on performances. For example, Krendl et al. (2008) 
conducted an fMRI study, in which women’s math performance are measured after they 
are reminded of their negative stereotype in math skills. They found that women who are 
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reminded of negative stereotypes did not show enhanced activation in math-related brain 
regions. This phenomenon occurs because stereotype threat induced emotion regulation 
depletes working memory resources that could otherwise be used to resolve math 
problems. Another research by Wraga et al. (2006) indicated that women under 
stereotype threat exhibited increased activities in brain regions related to emotion 
regulation. However, neuroscience literature so far has not demonstrated that individuals 
adopt suppression to cope with stereotype threat. 
Neuroscience literature has identified brain regions that are sensitive to gains and 
losses. Davidson (2004) found that high-price activates the right insula, a brain region 
associated with anticipating loss, while low-price activates medial prefrontal cortex 
(MPFC), a brain area responsible for integrating gains and losses. Knutson et al. (2007) 
also found that the degree to which individuals perceived product offers to be a bargain 
(or overly expensive) correlated specifically with activity in MPFC. Other research has 
found that MPFC and neighboring regions appear to integrate information, including 
product attributes or choice set composition to reflect the overall value of one or more 
items (Knutson et al. 2001, 2007; Hare et al. 2008; Hare, Camerer, & Rangel 2009; Smith 
et al. 2010, Levy & Glimcher 2012). Since the proposed model suggests that stereotype 
threat results in perceived gain when price is high, while signals perceived loss when 
price is low, I propose: 
 
H4: Stereotype threat results in increased activation in MPFC when price is high, 
while induces increased activation in right insula when price is low. 
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CHAPTER III: METHOD AND RESULTS 
 Five main studies, six pretests, and one preliminary study were conducted to test 
the hypotheses. Pretest 1 and 2 were conducted to select the product (tools) and 
determine its prices used in Study 1. Then I did Study 1 to test the main effect of 
stereotype threat on product price and value perceptions. Pretest 3 and 4 were conducted 
to select the product (electronics) and determine its price in Study 2, which examines the 
role of working memory resources in the effect of stereotype threat on price and value 
judgments. The purpose of Pretest 5 is to determine the prices to charge for the product 
used in the Study 3: a second-hand car. Then I conducted Preliminary Study 1 to examine 
whether interaction with a male rather than female salesperson would induce stereotype 
threat for female customers, thus increasing the value perception of high-priced second-
hand cars. Study 3 gives a more detailed examination of how interaction with male versus 
female car salesperson impacts stereotype threat’s effects on product price and value 
perceptions. Pretest 6 selects the reappraisal manipulation that could be used to reduce 
stereotype threat effects on price and value perceptions in Study 4, which examines how 
reappraisal could reduce stereotype threat effects on product price and value perceptions. 
Study 5 uses EEG neuroimaging to provide neuroscience evidence of stereotype threat 
effects on product price and value perceptions. 
3.1.1 Pretest 1: Product Selection for Study 1 (Tools) 
The primary objective of this study is to select a product that is perceived 
similarly by both men and women, and use it in Study 1. Product selection was based on 
respondents’ ratings of products on a series of dimensions, including “good,” “male,” 
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“bad,” “female,” and “disgusting” (Rozin, Hormes, Faith, & Wansink, 2012). The ratings 
on any of these dimensions should not be significantly different between males and 
females for the selected product, so as to rule out the possibility that the result found is 
due to gender differences in product perceptions. 
Method 
Participants and Design 
A total of 85 subjects on Amazon Mechanical Turk (MTurk) participated in the 
study (53% male, average age = 36.6). This study tests male versus female’s perceptions 
towards five different products. 
Procedures 
 The study adopts tools as the product of investigation, since it is related to gender-
STEM stereotype about women’s engineering skills (Lee et al. 2011). The instrument 
developed for this pretest is shown in Appendix A.1. Participants were asked their 
perceptions of the following products including: 
1) hammer 
2) axe 
3) clamp 
4) pliers 
5) wrench 
Participants were simply asked to rate their perceptions of these products on the five 
dimensions mentioned above (from 1 to 11; 1 = not at all, 11 = very much so). 
Information about tool usage either at home or at work was also collected. 
Results 
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 The results of participants’ ratings on each product are shown in Table 1 
(hammer), Table 2 (axe), Table 3 (clamp), Table 4 (plier), and Table 5 (wrench). 
Contrasts between cell means show that the perception between male and female 
participants’ rating on “good” is significantly different for hammer (Mmale = 8.24 vs. 
Mfemale = 7.23; F (1, 83) = 4.55, p < .05), for axe (Mmale = 8.13 vs. Mfemale = 6.80; F (1, 83) 
= 5.77, p < .05), and for clamp (Mmale = 9.04 vs. Mfemale = 7.70; F (1, 83) = 8.18, p < .01), 
thus eliminate these three products for further consideration for Study 1. In addition, the 
perceptions between male and female participants’ ratings on “male” is also significantly 
different for plier (Mmale = 8.67 vs. Mfemale = 7.50; F (1, 83) = 4.21, p < .05), thus ruling 
out plier from further consideration. Since the ratings for wrench between males and 
females are not significantly different for any one of the five dimensions, it is selected for 
Study 1. 
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Table 1: Perceptions of Hammer 
 
Item Gender N Mean 
Std. 
Deviation 
Std. Error 
Mean 
Sig. (2-
tailed) 
Hammer is good Male 45 8.24 2.347 .350 .036 
Female 40 7.23 2.019 .319 
Hammer is male Male 45 7.69 2.762 .412 .879 
Female 40 7.60 2.560 .405 
Hammer is bad Male 45 3.07 2.230 .332 .432 
Female 40 3.45 2.241 .354 
Hammer is female Male 45 2.80 1.890 .282 .138 
Female 40 3.45 2.112 .334 
Hammer is disgusting Male 45 2.18 1.922 .287 .941 
Female 40 2.15 1.442 .228 
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Table 2: Perceptions of Axe 
 
Item Gender N Mean 
Std. 
Deviation 
Std. Error 
Mean 
Sig. (2-
tailed) 
Axe is good Male 45 8.13 2.634 .393 .019 
Female 40 6.80 2.462 .389 
Axe is male Male 45 9.69 1.743 .260 .062 
 Female 40 8.93 1.979 .313 
Axe is bad Male 45 3.56 2.607 .389 .573 
Female 40 3.25 2.340 .370 
Axe is female Male 45 2.44 1.765 .263 .257 
Female 40 2.93 2.117 .335 
Axe is disgusting Male 45 2.51 2.283 .340 .308 
Female 40 2.08 1.509 .239 
 
  
48 
 
Table 3: Perceptions of Clamp 
 
Item Gender N Mean 
Std. 
Deviation 
Std. Error 
Mean 
 
Sig. (2-tailed) 
Clamp is good Male 45 9.04 2.142 .319 .005 
Female 40 7.70 2.186 .346 
Clamp is male Male 45 9.00 2.440 .364 .251 
 Female 40 8.38 2.539 .401 
Clamp is bad Male 45 1.84 1.242 .185 .316 
Female 40 2.15 1.545 .244 
Clamp is female Male 45 3.09 2.457 .366 .555 
Female 40 3.40 2.362 .373 
Clamp is disgusting Male 45 1.69 1.311 .195 .678 
Female 40 1.58 1.196 .189 
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Table 4: Perceptions of Plier 
 
Item Gender N Mean 
Std. 
Deviation 
Std. Error 
Mean 
 
Sig. (2-tailed) 
Plier is good Male 45 8.76 2.091 .312 .135 
Female 40 8.08 2.055 .325 
Plier is male Male 45 8.67 2.468 .368 .043 
 Female 40 7.50 2.774 .439 
Plier is bad Male 45 2.13 1.779 .265 .597 
Female 40 2.35 1.981 .313 
Plier is female Male 45 3.13 2.018 .301 .285 
Female 40 3.60 1.972 .312 
Plier is disgusting Male 45 1.89 1.402 .209 .975 
Female 40 1.90 1.809 .286 
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Table 5: Perceptions of Wrench 
 
Item Gender N Mean 
Std. 
Deviation 
Std. Error 
Mean 
 
Sig. (2-tailed) 
Wrench is good Male 45 8.29 2.727 .407 .208 
Female 40 7.58 2.427 .384 
Wrench is male Male 45 7.49 3.210 .478 .490 
 Female 40 7.03 2.931 .463 
Wrench is bad Male 45 2.16 1.718 .256 .322 
Female 40 2.58 2.159 .341 
Wrench is female Male 45 3.80 2.599 .387 .654 
Female 40 3.58 1.907 .301 
Wrench is disgusting Male 45 1.89 1.465 .218 .220 
Female 40 2.38 2.133 .337 
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Discussion 
 An examination of gender differences in perception of tools suggests that 
hammer, axe, clamp, and pliers should not be further pursued, because gender difference 
in product perception could be a confounding factor in the analysis. Among all the five 
products tested, wrench showed no significant gender differences on any of the five 
dimensions, suggesting that it should be further considered for Study 1. 
3.1.2 Pretest 2: Determine Price and Stereotype for Study 1 (Tools) 
 After selecting the product (wrench), I conducted this study to determine the 
appropriate high/low prices for wrench in Study 1, and test if the stereotype about 
women’s lack of knowledge in tools exists. 
Method 
Participants and Design 
I recruited twenty-three participants (30% male, average age = 32.2) from MTurk 
to participate in this study.  
Procedures 
 The instrument used in this pretest is shown in Appendix A.2. Participants were 
told to evaluate the target product (wrench set) shown in a picture. To determine the 
appropriate high/low prices used in the main study, participants provided answers to 
questions such as “What's the lowest acceptable price that you would pay for the seven-
piece wrench set,” “What's the highest acceptable price that you would pay for the seven-
piece wrench set,” and “What's the average price that you would pay for the seven-piece 
wrench set.” To determine whether the stereotype about women’s lack of knowledge in 
tools exists, participants were asked “To what extent do you think there is a stereotype 
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that men are better than women at purchasing tools” (from 1 to 7; 1 = men are better, 7 = 
women are better).  
Results 
Acceptable Prices 
 Overall, the lowest acceptable price ranges from $7 to $36, with the average value 
of $18.82. The highest acceptable price ranges from $25 to $89, with the average value of 
$68.23. The modal value in the lowest acceptable price range is $20, while the modal 
value in the highest acceptable price range is $70. The average price that participants 
would like to pay for the wrench set is $42. Since the main study uses price promotions, I 
consider the appropriate price to charge for low price condition is $19.99, while the 
appropriate price to charge for high price condition is $69.99 (Table 6). 
Table 6: Summary Statistics on Price Acceptability of Wrench Set (In US Dollars) 
Item Mean Min. Max. Mode 
Lowest Acceptable Price 18.82 7 36 20 
Highest Acceptable Price 68.23 25 89 70 
Average Price 42.20 18 67 55 
 
Stereotype Existence 
 The average rating for “to what extent do you think there is a stereotype that men 
know more about tools than women” is 4.17, suggesting that this stereotype has been 
widely recognized in the society.  
Discussion 
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The result of this pretest serves as a basis for the design of the main study. I 
conclude that the appropriate high price for the wrench set is $69.99, and the appropriate 
low price for the wrench set is $19.99. I also conclude that the stereotype about women’s 
lack of knowledge in tools is widely recognized, and could be used for the main study. 
Now that I have identified the prices and stereotype for the main study, the next step is to 
conduct the main study to see how stereotype threat could influence consumers’ price 
perceptions. 
3.1.3 Study 1: Stereotype Threat Effects on Product and Price Perceptions 
The aim of Study 1 is to test whether those who experience stereotype threat 
would (a) rely more on price to make quality and value judgments, or (b) depend less on 
price to make monetary sacrifice inferences. Since previous research suggests that brand 
name influences perception of product quality (Miyazaki, et al., 2005; Rao & Monroe, 
1989), this study does not reveal brand name for the products used. Specifically, 
participants in all conditions were provided with an image of products, together with 
attribute information and price. Participants were asked to indicate their perceptions of 
quality, monetary sacrifice, and value for the products. 
This study focuses on a prevalent gender stereotype: women’s knowledge in tools. 
The gender-STEM stereotype is relevant as tools are related to women’s engineering 
skills. Lee et al. (2011) suggested that women could experience stereotype threat when 
purchasing stereotyped products. Hence, I expect that when reminded of the negative 
stereotype about tools, women would be more likely to infer product quality and value 
from price, and also less likely to infer monetary sacrifice from price. Consistent with all 
previous gender stereotype threat studies, which have been adopting female stereotypes 
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(Lee, et al., 2011; Marx, et al., 2005; McFarland, et al., 2003; Schmader, 2002), the 
current study also uses a female stereotype. Since this study used a female stereotype, I 
expect that males would not exhibit significant differences in their quality, monetary 
sacrifice, and value perceptions when they see stereotype threat manipulations. 
 The study is designed to test Hypotheses 1 and 2. I propose that when women are 
reminded of negative STEM-related stereotypes when purchasing stereotyped products 
(e.g., tools), they would experience stereotype threat. Automatic suppression of 
stereotype threat would influence consumers’ information processing, suggesting that 
consumers’ quality and value (monetary sacrifice) perceptions will be higher (lower) 
when evaluating relatively high- (low-) priced products. 
Methods 
Participants and Design 
Two hundred and sixty-one participants (39% male, average age = 39.6) on 
MTurk participated in the study. This study uses a 2 (participant gender: male vs. female) 
× 2 (price: high vs. low) × 2 (stereotype threat activation: activation vs. no activation) 
between-subjects design. 
Procedures 
 Participants were first asked about their frequency and familiarity of purchasing 
wrenches, as well as their previous purchasing experience. They were also asked to rate 
their knowledge of the product. Then they were presented with either stereotype threat or 
control manipulations. Following previous stereotype threat studies (Aronson, et al. 1999; 
Smith & White, 2002; Spencer et al., 1999; Yeung & von Hippel, 2008), participants 
were explicitly notified the stereotype in the stereotype threat manipulation. Specifically, 
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I told participants that the purpose of the study was to investigate why men are better than 
women at using tools. They were also asked to recall a situation in their experience that is 
consistent with the stereotype that men are better than women at using tools, and write 
about their feelings (see Appendix A.5 for details). Participants in the control condition 
were asked to write about what they did in a typical day (see Appendix A.6 for details). 
Then they were given a scenario in which they had to buy wrenches to fix a faucet. Thus, 
they decided to visit a department store to purchase a wrench set. While walking in the 
tool section of a department store, they saw a promotional offer of a wrench set, which 
were in either high ($69.99) or low ($19.99) prices (see Appendix A.3 and A.4 for 
details). Then they were asked to indicate how much they feel that their product judgment 
was wrong, following which they evaluated perceived product quality, monetary 
sacrifice, and value (see Table 7 for Cronbach’s Alpha). Participants indicated their 
gender and age, and were debriefed and thanked (see Appendix A.7 for details). 
Table 7: Reliability of Dependent Variables for Study 1 
Dependent Variables Number of Items Cronbach’s Alpha 
Perceived Quality 3 .846 
Perceived Value 3 .922 
Perceived Sacrifice 2 .640 
 
Results 
Perceived Quality 
 I predicted that participants who experienced stereotype threat should rely more 
on price to infer quality than those who did not experience such threat. A 2 (participant 
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gender: male vs. female) × 2 (price: high vs. low) × 2 (stereotype threat activation: 
activation vs. no activation) ANOVA revealed the predicted three-way interaction effect 
on perceived quality (F(1, 255) = 12.57, p < .01). No other effects were significant (F’s < 
2.16, p’s > .12). 
 Then I tested the prediction that women’s, but not men’s, perceived quality would 
be influenced by price when experiencing stereotype threat, such that perceived quality 
will be higher for high-priced products, and also lower for low-priced products. 
Consistent with the hypothesis, among participants who purchased high-priced wrench 
sets, a 2 (participant gender: male vs. female) × 2 (stereotype threat activation: activation 
vs. no activation) ANOVA demonstrated that female participants reported higher 
perception of quality when experiencing stereotype threat (Mactivation = 4.93; SD = 1.02; 
vs. Mnoactivation = 4.47; SD = .72; F(1, 84) = 5.99, p < .05); however, also in line with 
predictions, male participants’ perceived quality did not differ as a function of stereotype 
threat (F < 1). Similarly, among participants who purchased low-priced wrench sets, a 2 
(participant gender: male vs. female) × 2 (stereotype threat activation: activation vs. no 
activation) ANOVA revealed that female participants reported lower perceived quality 
when experiencing stereotype threat (Mactivation = 4.15; SD = .69; vs. Mnoactivation = 4.74; SD 
= 1.00; F(1, 73) = 8.85, p < .01); again, also consistent with predictions, male 
participants’ perceived quality did not differ as a function of stereotype threat (F < 1). 
The result supports our hypothesis that perceived quality for a high- (low-) priced product 
tend to be higher (lower) for individuals who experience stereotype threat than those who 
don’t (see Table 8 and Figures 4-7 for details). 
Table 8: Perceived Quality Ratings under Different Conditions 
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Gender High Price Low Price 
 Threat 
Activated 
Threat Not 
Activated 
Threat 
Activated 
Threat Not 
Activated 
Female 4.93 (1.02) 4.47 (.72)* 4.15 (.69) 4.74 (1.00)* 
Male 4.52 (1.22) 4.44 (1.01) 5.08 (.89) 4.88 (1.13) 
*Significantly different from threat activated condition 
 
 
Figure 4: Perceived Quality Ratings for Males (High Price) in Study 1 
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Figure 5: Perceived Quality Ratings for Males (Low Price) in Study 1 
 
 
Figure 6: Perceived Quality Ratings for Females (High Price) in Study 1 
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Figure 7: Perceived Quality Ratings for Females (Low Price) in Study 1 
 
Perceived Value 
 Similarly, I predicted that participants who experienced stereotype threat should 
rely more on price to infer value than those who did not experience such a threat. A 2 
(participant gender: male vs. female) × 2 (price: high vs. low) × 2 (stereotype threat 
activation: activation vs. no activation) ANOVA revealed the predicted three-way 
interaction effect on perceived value (F(1, 255) = 12.14, p < .01). No other effects were 
significant (F’s < .06, p > .44). 
 Consistent with the hypothesis, among participants who purchased high-priced 
wrench sets, a 2 (participant gender: male vs. female) × 2 (stereotype threat activation: 
activation vs. no activation) ANOVA demonstrated that female participants reported 
higher perception of value when experiencing stereotype threat (Mactivation = 4.12; SD = 
1.18; vs. Mnoactivation = 3.39; SD = 1.21; F(1, 84) = 7.99, p < .01); however, also in line 
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with predictions, male participants’ perceived value did not differ as a function of 
stereotype threat (F < 1). Similarly, among participants who purchased low-priced 
wrench sets, a 2 (participant gender: male vs. female) × 2 (stereotype threat activation: 
activation vs. no activation) ANOVA revealed that female participants reported lower 
perceived value when experiencing stereotype threat (Mactivation = 4.39; SD = .93; vs. 
Mnoactivation = 5.14; SD = .90; F(1, 73) = 12.57, p < .01); also consistent with predictions, 
male participants’ perceived value did not differ as a function of stereotype threat (F < 1). 
The result supports our hypothesis that perceived value for a high- (low-) priced product 
tend to be higher (lower) for individuals who experience stereotype threat than those who 
don’t (see Table 9 and Figures 8-11 for details). 
Table 9: Perceived Value Ratings under Different Conditions 
Gender High Price Low Price 
 Threat 
Activated 
Threat Not 
Activated 
Threat 
Activated 
Threat Not 
Activated 
Female 4.12 (1.18) 3.39 (1.21)* 4.39 (.93) 5.14 (.90)* 
Male 3.49 (1.67) 3.70 (1.60) 5.10 (1.26) 5.13 (1.24) 
*Significantly different from threat activated condition 
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Figure 8: Perceived Value Ratings for Males (High Price) in Study 1 
 
Figure 9: Perceived Value Ratings for Males (Low Price) in Study 1 
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Figure 10: Perceived Value Ratings for Females (High Price) in Study 1 
 
Figure 11: Perceived Value Ratings for Females (Low Price) in Study 1 
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(participant gender: male vs. female) × 2 (price: high vs. low) × 2 (stereotype threat 
activation: activation vs. no activation) ANOVA revealed the predicted three-way 
interaction effect on perceived sacrifice (F(1, 255) = 10.25, p < .01). No other effects 
were significant (F’s < .16, p > .68). 
 Consistent with the hypothesis, among participants who purchased high-priced 
wrench sets, a 2 (participant gender: male vs. female) × 2 (stereotype threat activation: 
activation vs. no activation) ANOVA demonstrated that female participants reported 
lower perception of sacrifice when experiencing stereotype threat (Mactivation = 4.23; SD = 
1.20; vs. Mnoactivation = 5.15; SD = 1.23; F(1, 84) = 12.30, p < .01); however, also in line 
with predictions, male participants’ perceived sacrifice did not differ as a function of 
stereotype threat (F < 1). Similarly, among participants who purchased low-priced 
wrench sets, a 2 (participant gender: male vs. female) × 2 (stereotype threat activation: 
activation vs. no activation) ANOVA revealed that female participants reported higher 
perception of sacrifice when experiencing stereotype threat (Mactivation = 3.76; SD = 1.10; 
vs. Mnoactivation = 3.11; SD = 1.13; F(1, 73) = 6.49, p < .05); also consistent with 
predictions, male participants’ perceived sacrifice did not differ as a function of 
stereotype threat (F < 1). The result supports the hypothesis that perceived sacrifice for a 
high- (low-) priced product tend to be lower (higher) for individuals who experience 
stereotype threat than those who don’t (see Table 10 and Figures 12-15 for details). 
Table 10: Perceived Sacrifice Ratings under Different Conditions 
Gender High Price Low Price 
 Threat 
Activated 
Threat Not 
Activated 
Threat 
Activated 
Threat Not 
Activated 
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Female 4.23 (1.20) 5.15 (1.23)* 3.76 (1.10) 3.11 (1.13)* 
Male 4.71 (1.58) 4.88 (1.36) 3.28 (1.27) 3.21 (1.03) 
*Significantly different from threat activated condition 
 
Figure 12: Perceived Sacrifice Ratings for Males (High Price) in Study 1 
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Figure 13: Perceived Sacrifice Ratings for Males (Low Price) in Study 1 
 
 
Figure 14: Perceived Sacrifice Ratings for Females (High Price) in Study 1 
 
 
Figure 15: Perceived Sacrifice Ratings for Females (Low Price) in Study 1 
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Discussion 
 The result of this study provided tentative support for the hypotheses that (a) 
perceptions of quality for a high- (low-) priced product will be higher (lower) for 
individuals who experience stereotype threat than for those who don’t; (b) perceptions of 
monetary sacrifice for a high- (low-) priced product will be lower (higher) for individuals 
who experience stereotype threat than for those who don’t; (c) consumers’ perceived 
product value for a high- (low-) priced product will be higher (lower) for those who 
experience stereotype threat than for those who don’t. 
This study found that women’s perceptions of quality, value, and sacrifice differ 
as a function of stereotype threat and price levels. Specifically, women’s perceived 
quality and value under stereotype threat tend to be positively related to price, but their 
perceived sacrifice is negatively related to price. When stereotype threat was not 
activated, no such pattern was found. The results supported the proposed interaction 
effects of price and stereotype threat on consumers’ product perceptions. 
After revealing the effect of stereotype threat on dependent variables, the next 
step is to find the underlying mechanism through which these variables are influenced. 
Thus, Study 2 was designed to find whether working memory resources underlie the 
effect of stereotype threat on product price and value perceptions. 
3.2.1 Pretest 3: Product Selection for Study 2 (Electronics) 
In Study 1, I used women’s lack of knowledge in tools as the negative stereotype 
to induce stereotype threat. In Study 2, I adopt women’s lack of knowledge in electronics 
as the stereotype to test whether the findings in Study 1 are replicable. The purpose of 
this pretest is to select an electronic product perceived similarly by both men and women. 
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Electronic product selection was based on male versus female respondents’ ratings of 
products on the same dimensions as in Pretest 1 (Rozin, Hormes, Faith, & Wansink, 
2012). I expect that for the selected product, the ratings on any of these dimensions 
should not be significantly different between males and females, so as to rule out the 
possibility that the result found is due to gender differences in product perceptions. 
Method 
Participants and Design 
One hundred and eighteen subjects were recruited using MTurk were collected 
(47% male, average age = 34.8). Each participant filled out measurements for four 
different electronic products. 
Procedure 
In the questionnaire, participants were asked to indicate their perceptions of the 
following products including (see Appendix B.1 for details): 
1) MP4 player 
2) Laptop 
3) Television 
4) CPU 
Participants were asked to rate their perceptions of these products on the five 
dimensions mentioned above (from 1 to 11; 1 = not at all, 11 = extremely). Information 
about electronic product usage either at home or at work were collected.  
Results 
 The results of participants’ ratings on each product are shown in Table 12 (MP4 
player), Table 13 (laptop), Table 14 (television), and Table 15 (CPU). Contrasts show 
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that male and female participants’ rating on “bad” is significantly different for laptop 
(Mmale = 2.89 vs. Mfemale = 2.11; F (1, 83) = 5.29, p < .05). Gender difference in ratings 
for television on “good” (Mmale = 8.56 vs. Mfemale = 7.67; F (1, 83) = 5.76, p < .05) and 
“bad” (Mmale = 3.40 vs. Mfemale = 4.35; F (1, 83) = 5.35, p < .05) are also significant. 
Contrasts also revealed that gender difference in ratings for CPU on “good” (Mmale = 8.56 
vs. Mfemale = 7.59; F (1, 83) = 5.41, p < .05) is also significant. As a result, these three 
products (laptop, television, and CPU) are excluded from further consideration in Study 
2. Since the ratings for MP4 player between males and females are not significantly 
different for any one of the five dimensions, it is selected as the product for Study 2. 
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Table 11: Perceptions of MP4 Player (In US Dollars) 
 
Item Gender N Mean 
Std. 
Deviation 
Std. Error 
Mean 
 
Sig. (2-tailed) 
MP4 Player is good Male 55 9.38 1.240 .167 .423 
Female 63 9.59 1.499 .189 
MP4 Player is male Male 55 4.45 2.987 .403 .173 
 Female 63 3.76 2.506 .316 
MP4 Player is bad Male 55 2.22 1.357 .183 .833 
Female 63 2.29 2.003 .252 
MP4 Player is female Male 55 3.47 2.324 .313 .134 
Female 63 4.19 2.782 .350 
MP4 Player is 
disgusting 
Male 55 1.60 1.011 .136 .772 
Female 63 1.67 1.414 .178 
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Table 12: Perceptions of Laptop (In US Dollars) 
 
Item Gender N Mean 
Std. 
Deviation 
Std. Error 
Mean 
 
Sig. (2-tailed) 
Laptop is good Male 55 7.44 1.941 .262 .061 
Female 63 8.21 2.411 .304 
Laptop is male Male 55 3.98 2.542 .343 .972 
 Female 63 4.00 2.957 .373 
Laptop is bad Male 55 2.89 2.052 .277 .023 
Female 63 2.11 1.627 .205 
Laptop is female Male 55 3.73 2.399 .324 .653 
Female 63 3.52 2.481 .313 
Laptop is disgusting Male 55 2.00 1.503 .203 .465 
Female 63 1.81 1.318 .166 
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Table 13: Perceptions of Television (In US Dollars) 
 
Item Gender N Mean 
Std. 
Deviation 
Std. Error 
Mean 
 
Sig. (2-tailed) 
Television is good Male 55 8.56 1.719 .232 .018 
Female 63 7.67 2.258 .284 
Television is male Male 55 3.98 2.960 .399 .838 
 Female 63 4.10 3.031 .382 
Television is bad Male 55 3.40 1.872 .252 .022 
Female 63 4.35 2.490 .314 
Television is female Male 55 3.71 2.713 .366 .381 
Female 63 3.29 2.517 .317 
Television is 
disgusting 
Male 55 2.82 2.028 .274 .355 
Female 63 3.16 1.953 .246 
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Table 14: Perceptions of CPU (In US Dollars) 
 
Item Gender N Mean 
Std. 
Deviation 
Std. Error 
Mean 
 
Sig. (2-tailed) 
CPU is good Male 55 8.56 2.115 .285 .022 
Female 63 7.59 2.407 .303 
CPU is male Male 55 4.49 3.150 .425 .799 
 Female 63 4.35 2.875 .362 
CPU is bad Male 55 2.62 2.032 .274 .163 
Female 63 3.19 2.348 .296 
CPU is female Male 55 2.96 2.194 .296 .187 
Female 63 3.52 2.368 .298 
CPU is disgusting Male 55 2.24 1.934 .261 .435 
Female 63 2.54 2.235 .282 
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Discussion 
 An examination of gender differences in perception of electronics suggests that 
laptop, television, and CPU should not be further pursued, because gender difference in 
product perception could be a confounding factor in our analysis. Among all the products 
tested, only MP4 player showed no significant difference between the two genders on any 
of the five dimensions, suggesting that it should be further considered for Study 2. 
3.2.2 Pretest 4: Determine Price and Stereotype for Study 2 (Electronics) 
 After selecting MP4 Player as stereotyped product, I conducted this study to 
determine the appropriate prices to charge in high/low price conditions to be used in 
Study 2. This study also tests whether the stereotype about women’s lack of knowledge 
in electronics is valid. 
Method 
Participants and Design 
Twenty-nine participants (35% male, average age = 35.8) from MTurk 
participated in this study. 
Procedures 
 Participants were told to evaluate the MP4 Player shown in a picture (see 
Appendix B.2 for details). Similar to Pretest 2, to determine the appropriate high/low 
prices used in the study, participants provided answers to questions such as “What's the 
lowest acceptable price that you would pay for the MP4 Player,” “What's the highest 
acceptable price that you would pay for the MP4 Player,” and “What's the average price 
that you would pay for the MP4 Player.” To determine whether the stereotype about 
women’s lack of knowledge in electronics is valid, participants were asked “To what 
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extent do you think there is a stereotype that men know more about electronic products 
than women” (from 1 to 7; 1 = men are better, 7 = women are better). 
Results 
 Overall, the lowest acceptable price ranges from $0 to $70, with average value of 
$24.39. The highest acceptable price ranges from $20 to $150, with average value of 
$62.00. The modal value in the lowest acceptable price range is $20, while the modal 
value in the highest acceptable price range is $50. The average price that participants 
would like to pay for the wrench set is $41. Since Study 2 uses price promotions, I 
consider the appropriate price to charge for low price condition is $24.99, while the 
appropriate price to charge for high price condition is $64.99 (see Table 15 for details). 
Table 15: Summary Statistics on Price Acceptability of MP4 Player (In US Dollars) 
Item Mean Min. Max. Mode 
Lowest Acceptable Price 24.39 0 70 20 
Highest Acceptable Price 62.00 20 150 50 
Average Price 40.75 12 100 30 
 
 The average rating for “to what extent do you think there is a stereotype that men 
know more about electronic products than women” is 3.54, suggesting that this stereotype 
has been widely recognized in the society. Thus, I adopt this stereotype for Study 2. 
Discussion 
 The result of this pretest serves as a basis for the design of Study 2. I conclude 
that the appropriate high price for the MP4 player is $64.99, and the appropriate low 
price for the MP4 player is $24.99. I also conclude that the stereotype about women’s 
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lack of knowledge in electronic products is widely recognized, and could be used for 
Study 2. Later, I conducted Study 2 to examine how working memory underlies the effect 
of stereotype threat on product price and value perceptions. 
3.2.3 Study 2: Underlying Role of Working Memory 
 Study 2 expands the findings in Study 1 in two ways. First, it examines the role of 
working memory resources underlying the effect of stereotype threat on price and product 
judgments. Since suppressing anxiety consumes working memory resources to process 
information afterwards, I measured working memory resources to accounts for 
differences in price and product judgments. Johns, Inzlicht, and Schmader (2008) 
concluded that stereotype threat significantly reduces working memory resources through 
coping. Hence, if stereotype threat indeed reduces working memory, targeted individuals 
will be more likely to heuristically process product information, thus become more likely 
to infer quality from price. 
 Second, Study 2 uses a different context in which women might feel threatened: 
purchasing electronic (or technology) products. According to Computing Research 
Association, in 2010-11 less than 12% of bachelor degrees in Computer Science were 
awarded to women at US Ph.D. granting higher education institutions (Zweben, 2012). 
Studies also observed that women are five times less likely to consider a technology-
related career or plan to take post-secondary technology classes (Leever, Dunigan, & 
Turner, 2002). Hence, I predict that when women are reminded of the stereotype of their 
lack of knowledge in technology-based products (e.g., MP4 players), they are more likely 
to rely on price to form quality and value judgments, and less likely to rely on price to 
form monetary sacrifice judgments. 
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Method 
Participants and Design 
One hundred and thirty-seven female participants (mean age = 31.9) on MTurk 
participated in the study. This study adopts a 2 (price: high vs. low) × 2 (stereotype threat 
activation: activation vs. no activation) between-subjects design. 
Procedure 
Participants were first asked about their frequency and familiarity of purchasing 
MP4 players, as well as their previous purchasing experience. This is to make sure that 
the observed effects were not due to differences in product knowledge. Then they were 
given either stereotype threat or no threat manipulations. In the stereotype threat 
condition, participants were told that the purpose of this study was to investigate the 
reasons why men are significantly better than women at using technology-based products 
(e.g., electronic products; see Appendix B.5 for details). In the no threat condition, 
participants were asked to write what they do for a typical day (see Appendix B.6 for 
details). Then they were given a scenario in which they need to buy a MP4 player from a 
department store for an upcoming trip. The high price condition uses $69.99 as the 
product price (see Appendix B.3), whereas the low price condition adopts $19.99 as the 
product price (see Appendix B.4). The procedure was similar to Study 1 (see Table 16 for 
Cronbach’s Alpha for dependent variables), except that at the end of the study, 
participants were asked to complete a “reading span task” that measures working memory 
(Daneman & Carpenter 1980). Participants were debriefed at the end (see Appendix B.7 
for details). 
Table 16: Reliability of Dependent Variables for Study 2 
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Dependent Variables Number of Items Cronbach’s Alpha 
Perceived Quality 3 .836 
Perceived Value 3 .931 
Perceived Sacrifice 2 .833 
 
Results 
Perceived Quality 
 I tested the prediction that when experiencing stereotype threat, women’s 
perceptions of quality will be higher for high-priced products, but also lower for low-
priced products. Consistent with findings in Study 1, 2 (price: high vs. low) × 2 
(stereotype threat activation: activation vs. no activation) ANOVA demonstrated that 
participants reported higher perceptions of quality when experiencing stereotype threat 
(Mactivation = 4.61; SD = .92; vs. Mnoactivation = 4.07; SD = .92; F(1, 84) = 6.35, p < .05). 
Similarly, among participants who purchased low-priced MP4 player, a 2 (participant 
gender: male vs. female) × 2 (stereotype threat activation: activation vs. no activation) 
ANOVA revealed that participants reported lower perceived quality when experiencing 
stereotype threat (Mactivation = 3.90; SD = 1.03; vs. Mnoactivation = 4.57; SD = 1.27; F(1, 84) 
= 5.07, p < .05). The result replicates the findings that perceptions of quality for a high- 
(low-) priced product tend to be higher (lower) for individuals who experience stereotype 
threat than those who don’t (see Figures 16 and 17 for details). 
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Figure 16: Perceived Quality Ratings for Females (High Price) in Study 2 
 
Figure 17: Perceived Quality Ratings for Females (Low Price) in Study 2 
 
Perceived Value 
 I also tested the prediction that when experiencing stereotype threat, women’s 
perceptions of value will be higher for high-priced products, but also lower for low-
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(stereotype threat activation: activation vs. no activation) ANOVA demonstrated that 
participants reported higher perceived value when experiencing stereotype threat 
(Mactivation = 4.51; SD = 1.19; vs. Mnoactivation = 3.78; SD = 1.49; F(1, 84) = 5.45, p < .05). 
Similarly, among participants who purchased low-priced MP4 player, a 2 (participant 
gender: male vs. female) × 2 (stereotype threat activation: activation vs. no activation) 
ANOVA revealed that participants reported lower perceived value when experiencing 
stereotype threat (Mactivation = 4.76; SD = 1.33; vs. Mnoactivation = 5.39; SD = 1.12; F(1, 84) 
= 4.15, p < .05). The result replicates the findings that perceived value for a high- (low-) 
priced product tend to be higher (lower) for individuals who experience stereotype threat 
than those who don’t (see Figures 18 and 19 for details). 
 
Figure 18: Perceived Value Ratings for Females (High Price) in Study 2 
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Figure 19: Perceived Value Ratings for Females (Low Price) in Study 2 
 
Perceived Sacrifice 
 Similar to study 1, I tested the prediction that when experiencing stereotype 
threat, women’s perception of sacrifice will be lower for high-priced products, but also 
higher for low-priced products. Consistent with findings in Study 1, a 2 (price: high vs. 
low) × 2 (stereotype threat activation: activation vs. no activation) ANOVA demonstrated 
that participants reported lower perceived sacrifice when experiencing stereotype threat 
for high-priced product (Mactivation = 3.46; SD = .84; vs. Mnoactivation = 4.53; SD = 1.08; F(1, 
84) = 22.08, p < .01). Similarly, participants who purchased low-priced MP4 player 
reported higher perceived sacrifice when experiencing stereotype threat (Mactivation = 3.70; 
SD = 1.50; vs. Mnoactivation = 2.76; SD = 1.02; F(1, 84) = 8.69, p < .01). The result 
replicates the findings that perceived sacrifice for a high- (low-) priced product tend to be 
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lower (higher) for individuals who experience stereotype threat than those who don’t (see 
Figures 20, 21, and Table 17 for details). 
 
Figure 20: Perceived Sacrifice Ratings for Females (High Price) in Study 2 
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Figure 21: Perceived Sacrifice Ratings for Females (Low Price) in Study 2 
 
Table 17: Perceived Quality, Value, and Sacrifice Ratings under Different 
Conditions 
Dependent Variables High Price Low Price 
 Threat 
Activated 
Threat Not 
Activated 
Threat 
Activated 
Threat Not 
Activated 
Perceived Quality 4.61 (.92) 4.07 (.92)* 3.90 (1.03) 4.57 (1.27)* 
Perceived Value 4.51 (1.19) 3.78 (1.49)* 4.76 (1.33) 5.39 (1.12)* 
Perceived Sacrifice 3.46 (.84) 4.53 (1.08)* 3.70 (1.50) 2.76 (1.02)* 
*Significantly different from threat activated condition 
Working Memory 
 I tested the prediction that women’s working memory would be temporarily 
reduced by stereotype threat, such that participants’ working memory in stereotype threat 
conditions will be lower in stereotype threat compared to control condition. An 
independent sample t-test reveals that participants’ working memory was significantly 
reduced in stereotype threat condition (Mactivation = 1.51; SD = 1.15; vs. Mnoactivation = 3.15; 
SD = 1.58; F(1, 135) = 46.65, p < .01). This result suggests that stereotype threat indeed 
reduces participants’ working memory (see Figure). 
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Figure 22: Working Memory between Two Conditions in Study 2 
Discussion 
 This study provided further support for the hypotheses that stereotype threat could 
increase (decrease) perceptions of quality and value for high- (low-) priced products, as 
well as decrease (increase) perceived sacrifice for low- (high-) priced products. The study 
also demonstrated that working memory underlies the effect of stereotype threat on 
product and price perceptions. 
 Studies 1 and 2 demonstrated stereotype threat effects by using rigorous 
psychological methods, which may not be applicable for real life situations. Thus, I 
conducted Study 3 by using a more realistic manipulation to confirm the external validity 
of stereotype threat effects. This replication is also important to reaffirm observed 
stereotype threat effects on product price and value judgments. I also explored whether 
the process of interpersonal interaction could induce stereotype threat, and subsequently 
influence product and price perceptions. 
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3.3.1 Pretest 5: Determine Appropriate Car Prices for Study 3 
The purpose of this study is to determine the appropriate prices to charge for the 
product used in the third study: a second-hand car. Lee et al. (2011) found that female 
consumers experience stereotype threat when they purchase cars from male rather than 
female salespersons. Thus, I conducted this study to determine the high/low prices to 
charge in Study 3. 
Method 
Participants and Design 
I recruited twenty-nine participants (48% male, average age = 36.1) from MTurk 
to participate in this study. 
Procedure 
 The instrument designed for this pretest is shown in Appendix C.1. Participants 
were told to evaluate the second-hand car shown in a picture. Similar to previous pretests, 
to determine the appropriate high/low prices used in the study, participants provided 
answers to questions such as “What's the lowest acceptable price that you would pay for 
the second-hand car,” “What's the highest acceptable price that you would pay for the 
second-hand car,” and “What's the average price that you would pay for the second-hand 
car.”  
Results 
 Overall, the lowest acceptable price ranges from $0 to $8000, with average value 
of $2290. The highest acceptable price ranges from $600 to $20000, with average value 
of $10899. The modal value in the lowest acceptable price range is $0, while the modal 
value in the highest acceptable price range is $5000. The average price that participants 
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would like to pay for the wrench set is $6375. Thus, the appropriate price to charge for 
low price condition is $1999, while the appropriate price to charge for high price 
condition is $10999 (Table 18). 
Table 18: Summary Statistics on Price Acceptability of Second-Hand Cars (In US 
Dollars) 
Item Mean Min. Max. Mode 
Lowest Acceptable Price 2290 0 8000 0 
Highest Acceptable Price 10899 600 20000 6000 
Average Price 6375 500 12000 4000 
 
Discussion 
 The result of this pretest serves as a basis for the design of Study 3. I conclude 
that the appropriate high price for the second-hand car is $10999, and the appropriate low 
price for the second-hand car is $1999. After determining the prices to charge for the 
second-hand car, the next step is to do a preliminary study to see if the revealed effects 
persist when purchasing second-hand cars as well. 
3.3.2 Preliminary Study 1: Car Purchase 
 The primary objective of this preliminary study is to test whether interaction with 
a male rather than female salesperson would increase value perceptions of a high-priced 
second-hand car. Lee et al. (2011) has shown that when buying cars, female customers 
feel more threatened by a male rather than a female car salesperson. Since stereotype 
threat reduces working memory (Schmader and Johns, 2003; Croizet et al., 2004; Beilock 
et al., 2007; Inzlicht et al. 2006; Carr and Steele, 2010; Inzlicht and Kang, 2010; Logel et 
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al., 2009), it is expected that continuous experience of stereotype threat (e.g., continuous 
interaction with male salesperson) would significantly reduce working memory, resulting 
in stronger reliance on price to infer product value. Thus, I expect that interaction with a 
male car salesperson would increase female customers’ perceived product value. 
Procedure 
 I adopted the second-hand car in the pretest and used only high-priced condition 
in this study to determine whether our proposed effect in perceived value persists. At the 
beginning of the study, participants were randomly exposed to stereotype threat or 
control conditions. Participants first filled out their purchase experience with cars. 
Following the stereotype threat manipulation by Lee et al. (2011), participants were also 
asked to indicate their gender at the beginning of the study to highlight gender stereotype. 
Those in the control condition, however, were asked to indicate their gender at the end of 
the study so that gender stereotype is not salient. Participants in both conditions were 
given a scenario where they need to purchase a second-hand car soon. Then they visited a 
car dealer and saw a picture of the dealer. Participants in stereotype threat condition were 
told that they met a male salesperson Aaron Cooper, whereas those in control condition 
were told that they were greeted by a female salesperson Erin Cooper (Lee et al. 2011). 
Then participants were asked to imagine that they were going through the second-hand 
car purchasing process with the salesperson, and frequently interacted with him (her). 
They were also asked to write down all their thoughts and feelings during their 
interaction, and the way they coped with the experience both physically and emotionally 
(see Appendix C.3 & C.4). Then they were asked to rate their perceived bias of 
salesperson, which indicates whether stereotype threat was induced (Good et al. 2008). 
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After that, they were shown a promotional offer of a car (see Appendix C.2), and were 
asked to indicate their perceptions of value of the car. Participants were debriefed at the 
end of the study (see Appendix C.5 for details). 
Results 
Perceived Bias 
An independent t-test on perceived bias demonstrated that participants had higher 
perceived bias in stereotype threat compared to no threat condition (Mthreat = 4.32 vs. 
Mnothreat = 2.60; F (1, 45) = 7.24, p < .05). This result suggests that interaction with male 
car salesperson results in stronger experience of stereotype threat. 
Perceived Value 
 An independent t-test on perceptions of value (see Table 19 for Cronbach’s 
Alpha) demonstrated that participants had higher perceived value in stereotype threat 
compared to no threat condition (Mthreat = 4.24 vs. Mnothreat = 3.21; F (1, 45) = 5.13, p 
< .05; see Table 20). This result suggests that interaction with male car salesperson 
results in stronger reliance on price to form perceived value, which replicates findings in 
Study 1 and 2. 
Table 19: Reliability of Perceived Value in Preliminary Study 1 
Dependent Variable Number of Items Cronbach’s Alpha 
Perceived Value 3 .968 
 
Table 20: Perceived Value Ratings under Different Conditions 
Gender High Price 
 Threat Activated Threat Not Activated 
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Female 4.24 (1.48) 3.21 (1.63)* 
*Significantly different from threat activated condition 
Discussion 
 This study found that interaction with a male car salesperson makes females more 
likely to rely on price to form value judgments. Study 3 is conducted to further examine 
whether this effect is due to the stronger experience of stereotype threat when females 
interact with a male car salesperson. 
3.3.3 Study 3: Salesperson Interaction Effects on Product and Price Perceptions 
The purpose of Study 3 is twofold. First, it tests whether stereotype threat could 
be induced by interaction with the car salesperson, which is an innovative way to induce 
stereotype threat. Prior research shows that female customers are less likely to purchase 
from a male car salesperson due to stereotype threat (Lee et al. 2011). However, existing 
research so far has not examined whether interaction with a male car salesperson could 
influence female consumers’ car perceptions. Second, compared with manipulations used 
in Study 1 and 2, this study adopts a more realistic scenario for manipulations (i.e., 
interaction with salesperson), and includes a real brand name (i.e., Toyota Corolla) in the 
study. 
This study focuses on a prevalent gender stereotype: women’s knowledge in cars. 
In society, females are generally considered as knowing less about cars than males (Lee 
et al. 2011). Car purchases also tend to be very costly for customers. For example, a 
second-hand car in 2009 costs an average of $14,976 (NADA Data 2010). Ayres and 
Siegelman’s (1995) field experiment shows that discrimination against female car buyers 
is prevalent in car purchases. Thus, I expect that interaction with a male salesperson 
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would induce stereotype threat, which subsequently influences consumers’ perceived 
quality, value, and sacrifice. 
Method 
Participants and Design 
I recruited one hundred and eighteen female participants (average age = 35.2) 
from MTurk to participate in the study. This study adopts a 2 (price: high vs. low) × 2 
(stereotype threat activation: activation vs. no activation) between-subjects design. 
Procedure 
 The procedure of this study is similar to Preliminary Study 1, except that I 
showed participants both high and low prices (Appendix C.6 and C.7), and measured 
perceived quality, value, and sacrifice (see Table 21 for Cronbach’s Alpha). Stereotype 
threat and control manipulations were similar to those used in Preliminary Study 1 
(Appendix C.3 and C.4). 
Table 21: Reliability of Dependent Variables for Study 3 
Dependent Variables Number of Items Cronbach’s Alpha 
Perceived Quality 3 .888 
Perceived Value 3 .929 
Perceived Sacrifice 2 .727 
 
Results 
Perceived Quality 
 I predict that the interaction of threat condition and price would predict perceived 
quality among the female participants. A 2 (price: high vs. low) × 2 (stereotype threat 
activation: activation vs. no activation) ANOVA on perceived quality revealed the 
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predicted interaction effect (F (1, 114) = 19.51, p < .01). Neither the main effect of 
stereotype threat condition (F (1, 114) = 3.24, p > .07) nor that of price was significant (F 
< 1). Planned contrasts confirmed that participants in the high price condition 
demonstrated that participants reported higher perceptions of quality when interacting 
with a male car salesperson (Mmale = 5.17; SD = .89; vs. Mfemale = 4.36; SD = 1.30; F(1, 
114) = 8.11, p < .01). Similar to findings in previous studies, among those in the low 
price condition, participants reported lower perceptions of quality when interacting with a 
male car salesperson (Mmale = 3.94; SD = 1.10; vs. Mfemale = 4.87; SD = .96; F(1, 114) = 
11.71, p < .01). The result shows that perceptions of quality for a high- (low-) priced 
product is be higher (lower) for individuals who interact with a male car salesperson than 
those who interact with a female counterpart. 
Perceived Value 
 I predict that the interaction of threat condition and price would predict perceived 
value among the female participants. A 2 (price: high vs. low) × 2 (stereotype threat 
activation: activation vs. no activation) ANOVA on perceptions of value revealed the 
predicted interaction effect (F (1, 114) = 12.74, p < .01). Neither the main effect of 
stereotype threat condition nor that of price was significant (F’s < 1). Planned contrasts 
confirmed that participants in the high price condition demonstrated that participants 
reported higher perceptions of value when interacting with a male car salesperson (Mmale 
= 4.08; SD = 1.18; vs. Mfemale = 3.21; SD = 1.44; F(1, 114) = 6.56, p < .05). Similar to 
findings in previous studies, among those in the low price condition, participants reported 
lower perceptions of value when interacting with a male car salesperson (Mmale = 4.84; 
SD = 1.27; vs. Mfemale = 5.64; SD = 1.18; F(1, 114) = 6.20, p < .05). The result shows that 
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perceptions of value for a high- (low-) priced product is higher (lower) for individuals 
who interact with a male car salesperson than those who interact with a female 
counterpart. 
Perceived Sacrifice 
 I predict that the interaction of threat condition and price would predict perceived 
sacrifice among the female participants. A 2 (price: high vs. low) × 2 (stereotype threat 
activation: activation vs. no activation) ANOVA on perceived sacrifice revealed the 
predicted interaction effect (F (1, 114) = 3.95, p < .05). Neither the main effect of 
stereotype threat condition nor that of price was significant (F’s < 1). Planned contrasts 
confirmed that participants in the high price condition demonstrated that participants 
reported higher perceptions of sacrifice when interacting with a male car salesperson 
(Mmale = 4.90; SD = 1.33; vs. Mfemale = 5.59; SD = 1.21; F(1, 114) = 4.32, p < .05). Similar 
to findings in previous studies, among those in the low price condition, participants 
reported lower perceptions of sacrifice when interacting with a male car salesperson 
(Mmale = 3.72; SD = 1.71; vs. Mfemale = 2.86; SD = 1.51; F(1, 114) = 4.15, p < .05). The 
result shows that perceptions of sacrifice for a high- (low-) priced product is lower 
(higher) for individuals who interact with a male car salesperson than those who interact 
with a female counterpart (see Table 22 and Figures 22, 23 for details). 
Table 22: Perceived Quality, Value, and Sacrifice Ratings for Study 3 
Dependent 
Variables 
High Price Low Price 
 Threat 
Activated 
Threat Not 
Activated 
Threat 
Activated 
Threat Not 
Activated 
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Perceived Quality 5.17 (.89) 4.36 (1.30)* 3.94 (1.10) 4.87 (.96)* 
Perceived Value 4.08 (1.18) 3.21 (1.44)* 4.84 (1.27) 5.64 (1.18)* 
Perceived Sacrifice 4.90 (1.33) 5.59 (1.21)* 3.72 (1.71) 2.86 (1.51)* 
*Significantly different from threat activated condition 
 
Figure 23: Perceived Value Ratings between Male and Female Salesperson 
Interaction Conditions (High Price) in Study 3 
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Figure 24: Perceived Value Ratings between Male and Female Salesperson 
Interaction Conditions (Low Price) in Study 3 
Discussion 
 This study shows that female customers could experience stereotype threat when 
going through the process of interacting with a male car salesperson and subsequently 
rely more on price to make perceived product quality, value, and sacrifice inferences. The 
revealed findings also follow the patterns found in previous studies. 
3.4.1 Pretest 6: Developing Reappraisal Manipulation for Study 4 
The purpose of this pretest is to select the reappraisal manipulation that could be 
used to reduce stereotype threat effects on price and value perceptions in Study 4. 
Previous research has found that reappraisal, as an adaptive (i.e., to decrease stress level) 
antecedent-focused coping strategy, forces individuals to reinterpret emotionally relevant 
cues as emotionally unrelated terms. Thus, reappraisal is less resource-demanding than 
suppression, and it minimizes emotions’ effect on cognitive functions (Speisman, 
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Lazarus, Mordkoff, & Davison, 1964). Johns et al. (2008) found that reappraisal could 
reduce stereotype threat effects on executive resources, and subsequently improve test 
performance. Thus, reappraisal could reduce the effect of stereotype threat on price 
perceptions. 
Recent research has shown that simply notifying participants that the math test is 
gender-fair helps participants reappraise stereotype threat and reduces its effect on math 
performance (Good, Aronson & Harder, 2008; Quinn & Spencer, 2001; Spencer, Steele, 
and Quinn, 1999). Since both math performance and product evaluation depend on the 
same working memory resources, reassuring that the car purchasing process is gender-
fair could help participants reappraise stereotype threat, thus minimizing its effect on 
price and value perceptions. Thus, I propose that a manipulation that ensures gender-
fairness could reduce stereotype threat effects for participants. 
Method 
Participants and Design 
I recruited forty female participants (average age = 33.5) from MTurk to 
participate in the study. Four experimental conditions are generated to pretest reappraisal 
manipulation. 
Procedures 
 Participants are asked to imagine that they found a new job that would require 
them to drive, so they visited a car dealer to purchase a used car. When entering the 
dealership, they saw either no poster, poster 1 (Appendix D.2), poster 2 (Appendix D.3), 
or poster 3 (Appendix D.4). Then they were asked to rate their intention to reappraise 
situations and suppress feelings (Johns, Inzlicht, & Kang, 2008). Specifically, 
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participants answered questions “When buying the car, will you view the purchasing 
process neutrally?” and “In the car buying process, will you try to hide your feelings?” 
using a 7-point scale (1 = not at all, 7 = very much so). Then they were shown a picture 
of a car, and were told that they went through a car purchasing process with a male 
salesperson Aaron Cooper, which is similar to the scenario in Study 3. Following Good, 
Aronson, & Harder (2008), participants filled out a measurement for stereotype threat by 
answering “The car salesperson seemed to be biased against me.” using a 7-point scale (1 
= not at all, 7 = very much so). Participants were debriefed and thanked at the end of the 
study (see Appendix D.1 for procedures). 
Results 
Reappraisal and Suppression Intention Manipulation Check 
 The ratings on reappraisal measurement for no poster condition (average = 3.30), 
poster 1 (average = 5.20), poster 2 (average = 5.00), and poster 3 (average = 4.44), 
suggested that poster 1 and 2 were the most effective in generating reappraisal. 
 The ratings on suppression measurement for no poster condition (average = 5.00), 
poster 1 (average = 4.40), poster 2 (average = 3.22), and poster 3 (average = 3.33), 
suggested that poster 2 and 3 were the most effective in reducing suppression. 
Stereotype Threat 
 The analysis on perceived salesperson bias generated ratings for no poster 
condition (average = 3.30), poster 1 (average = 2.40), poster 2 (average = 1.89), and 
poster 3 (average = 2.56), suggesting that poster 2 was the most effective in reducing 
stereotype threat effects (see Table 23 for details). 
Table 23: Suppression Intention and Reappraisal Manipulation Check 
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Conditions No Poster Poster 1 Poster 2 Poster 3 
View Neutrally 3.30 5.20 5.00 4.44 
Hide Feeling 5.00 4.40 3.22 3.33 
Salesperson Bias 3.30 2.40 1.89 2.56 
 
 In summary, our findings suggest that only poster 2 is the most effective in 
generating reappraisal, undermining suppression, and reducing stereotype threat, thus is 
chosen as the reappraisal manipulation for Study 4. 
Discussion 
 This study tested three different reappraisal manipulations and one control 
condition. The analysis indicates that poster 2, which has the wording “both genders are 
equally good at buying cars,” is the most effective in reducing stereotype threat, thus 
preventing people from adopting suppression rather than reappraisal to cope with 
stereotype threat. Study 4 adopts this manipulation to examine whether the reappraisal 
manipulation selected in this pretest could effectively reduce stereotype threat. 
3.4.2 Study 4: Coping with Stereotype Threat 
The purpose of Study 4 is twofold. First, it scrutinizes the moderating role of 
coping strategies, such as suppression and reappraisal, in the effect of stereotype threat on 
price and product judgments. If coping strategies indeed predict the extent stereotype 
threat influences price and product perceptions, this study would provide an effective 
way to undermine stereotype threat effects. Also, examining whether coping strategies 
indeed diminish the effect of stereotype threat on price perception provides further 
evidence to support the mediating role of working memory resources. 
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Second, to provide further evidence that what I have been studying is indeed 
stereotype threat, I measure consumer confidence in the domain and determine whether it 
moderates the observed effects (Lee, et al., 2011). The effect of stereotype threat occurs 
with the awareness that one might confirm negative stereotypes of his/her social group. 
Thus, consumers’ belief or knowledge in the stereotyped domain should not matter 
(O'Brien & Crandall, 2003; C. M. Steele & Aronson, 1995). Thus, I measure consumer 
knowledge of the product and see whether it moderates the observed effects. 
Method 
Participants and Design 
I conducted this study using only female participants who were exposed to 
stereotype threat manipulation. I recruited 101 participants (average age = 36.3) from 
MTurk to participate in the study. This study adopts a 2 (price: high vs. low) × 2 (coping: 
reappraisal vs. control) between-participants design. 
Procedures 
 The procedure of this study is similar to Study 3, except that I used stereotype 
threat condition in Study 3 as control condition for suppression (participants are not 
shown any poster), since those who experience stereotype threat spontaneously adopts 
suppression to cope with stereotype threat. The price conditions were similar to those 
used in Preliminary Study 1. I also adopt reappraisal poster selected from pretest 6 as 
reappraisal condition (see Appendix D.3 for details). The study also measured perceived 
quality, value, and sacrifice (see Table 24 for Cronbach’s Alpha). 
Table 24: Reliability of Dependent Variables for Study 4 
Dependent Variable Number of Items Cronbach’s Alpha 
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Perceived Quality 3 .917 
Perceived Value 3 .948 
Perceived Sacrifice 3 .771 
 
Results 
Perceived Quality 
 I hypothesized that the interaction of threat condition and price would predict 
perceived quality among the female participants. A 2 (price: high vs. low) × 2 (coping: 
reappraisal vs. control) ANOVA on perceived quality did not show any significant 
interaction effect (F (1, 97) = 1.12, p > .25). The analysis also revealed a marginally 
significant effect of coping conditions (F (1, 97) = 3.17, p < .10). The main effect of price 
was not significant (F (1, 97) = 1.55, p > .20). Planned contrasts showed that participants 
in the high price condition did not show any difference between the two coping 
conditions (F < 1). However, among those in the low price conditions, participants 
reported lower perceived quality in the control than reappraisal condition (Mcontrol = 4.44; 
SD = 1.25; vs. Mcoping = 5.16; SD = 1.19; F(1, 97) = 4.46, p < .05). The result shows that 
perceived quality for the low-priced product tend to be lower for individuals in the 
reappraisal condition than in the control condition, but no such difference was found for 
the high-priced product.  
Perceived Value 
 I predict that the interaction of coping and price conditions would predict 
perceived value among the female participants. A 2 (price: high vs. low) × 2 (coping: 
reappraisal vs. control) ANOVA on perceived value did not reveal the predicted 
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interaction effect (F (1, 97) = 2.48, p > .10). The main effect of price was significant (F 
(1, 97) = 59.56, p < .01). The analysis also revealed a marginally significant main effect 
of coping conditions (F (1, 97) = 3.55, p < .10). Planned contrasts showed that 
participants in the high price condition did not show any difference between the two 
coping conditions (F < 1). However, among those in the low price conditions, 
participants reported lower perceived quality in the control than reappraisal condition 
(Mcontrol = 4.93; SD = 1.56; vs. Mcoping = 5.91; SD = 1.11; F(1, 97) = 6.54, p < .05). The 
result shows that perceived value for the low-priced product tend to be lower for 
individuals in the reappraisal condition than in the control condition, but no such 
difference was found for the high-priced product.  
 Perceived Sacrifice 
 I predict that the interaction of coping and price conditions would predict 
perceived sacrifice among female participants. A 2 (price: high vs. low) × 2 (coping: 
reappraisal vs. control) ANOVA on perceived sacrifice revealed a marginally significant 
interaction effect (F (1, 97) = 3.08, p < .10). The main effect of price was significant (F 
(1, 97) = 91.41, p < .01). The analysis did not show any significant main effect of coping 
conditions (F (1, 97) = 2.42, p > .10). Planned contrasts showed that participants in the 
high price condition did not show any difference between the two coping conditions ((F < 
1). However, among those in the low price conditions, participants reported higher 
perceived sacrifice in the control than reappraisal condition (Mcontrol = 3.23; SD = 1.38; 
vs. Mcoping = 2.48; SD = 1.06; F(1, 97) = 4.83, p < .05). The result shows that perceived 
sacrifice for the low-priced product tend to be higher for individuals in the reappraisal 
condition than in the control condition, but no such difference was found for the high-
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priced product (see Table 25 and Figures 25, 26 for details). From the effect size of 
perceived sacrifice, it is clear that the difference in perceived value mainly comes from 
perceived sacrifice. 
Table 25: Perceived Quality, Value, and Sacrifice Ratings for Study 4 
 High Price Low Price 
 Control Coping Control Coping 
Perceived Quality 4.40 (1.41) 4.58 (1.18) 4.44 (1.25) 5.16 (1.19)* 
Perceived Value 3.22 (1.48) 3.30 (1.41) 4.93 (1.56) 5.91 (1.11)* 
Perceived Sacrifice 5.01 (1.21) 5.06 (.080) 3.23 (1.37) 2.48 (1.06)* 
*Significantly different from threat activated condition 
 
Figure 25: Perceived Value Ratings between Reappraisal and Control Conditions 
(High Price) in Study 4 
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Figure 26: Perceived Value Ratings between Reappraisal and Control Conditions 
(Low Price) in Study 4 
 
Discussion 
 This study mainly tested Hypothesis 3, but failed to confirm it. Although the 
analysis revealed significant differences in the low price conditions, none of the 
dependent variables in the high price condition was significantly different between high 
price conditions. This might be due to the subtle influence that the coping effect could 
have on relieving stereotype threat effects, such that it may not significantly influence the 
perceptions of high price conditions. It is also possible that since the high price ($10,999) 
might be out of most participants’ affordability range, the effect of reappraisal may not 
significantly impact consumers’ perceptions. 
3.5 Study 5: Neuroscience Evidence of Stereotype Threat Effects 
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Studies 1–4 indicate that coping with stereotype threat can influence consumers’ 
price and value perceptions. I have not, however, directly measured stereotype threat 
effects on those dependent variables. Even though we have ruled out many alternative 
explanations, it is possible that those effects can be attributed to other processes. In this 
study, I measured activities in right insula and medial prefrontal cortex to study whether 
stereotype threat indeed influences consumers’ perceived value of products. 
Method 
Participants and Design 
I plan to conduct this study using only female participants and stereotype threat 
condition. Twenty-six participants from a large private university located in the 
northeastern United States are anticipated to participate in the study at a rate of $15 per 
hour. This study adopts a 2 (price: high vs. low) × 2 (stereotype threat: activation vs. no 
activation) within-participants design, and will be conducted through two experimental 
sessions. Participants are counterbalanced between the two sessions. 
Procedures 
 The study lasts for approximately 60 minutes. Participants first complete a 
consent form and demographic information except gender. I intentionally move gender 
measurement to the end of the questionnaire so as to eliminate possible stereotype threat 
effects. Then participants complete two measurements of consumer competence: “To 
what extent can you confidently evaluate kitchen appliances?” and “To what extent can 
you correctly purchase kitchen appliances?” (Lee, Kim, & Vohs, 2011). These 
measurements are used as a control variable to examine stereotype threat effects. 
Participants were provided a video instruction of EEG while waiting for setting up of an 
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EEG device. At the beginning of the study, participants respond to an identification with 
math measurement: “It is important to me that I am good at math” (Krendl et al. 2008), 
since it is expected that participants highly identified with math should show stronger 
stereotype threat effects. Then participants are told to finish a 15-question math test that 
measures their math abilities, and their score on this test is compared with other students 
taking the test (Good, Aronson, & Harder, 2008). After reading the introduction, 
participants in the stereotype threat activation condition were given a paragraph saying 
that the math test “has shown significant gender differences in performance and math 
ability,” and “males performed significantly better than females on this test” (see 
Appendix E.2 for details). Those in the no stereotype threat condition were told that the 
math test “has not shown any gender differences in performance or math ability,” and 
“males and females performed equally well on the test” (Good, Aronson, & Harder, 
2008; (see Appendix E.3 for details). Later, participants in both conditions filled out a 
math test adopted from Graduate Record Examinations’ (GRE) math section that has 
been used in previous stereotype threat studies (Schmader & Johns, 2003). Then 
participants fill out a stereotype threat manipulation check: “Is the test biased against 
females?” (Good, Aronson, & Harder, 2008). Participants then did a practice run of 
product evaluation. Following Ravaja et al. (2013), the product evaluation process 
includes (a) a cross on a screen to focus the attention of the participant to the middle of 
the screen (fixation period), (b) a price, (c) an image of a product, (d) rate perceived 
sacrifice and value on the screen. Scales to measure monetary sacrifice (“If I purchase 
this product, I will be unable to purchase some other products that I would like to 
purchase”) and value (“This product is a good value for money”) are adopted from Suri 
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& Monroe (2003). I intentionally showed participants price before products so that the 
effect of price on consumers’ perception would be stronger (Karmarkar, Shiv, and 
Knutson 2014). Then participants rated their perceived sacrifice and value of twenty 
different products with one high and one low price (total 40 trials) in ten different 
categories, with two products for each category. These categories included coffee brewer, 
microwave, bread maker, food processor, toaster oven, blender, rice cooker, juice 
extractor, refrigerator, and wine cooler. To ensure consistency, all those products are 
kitchen appliances priced between $100 and $200 on Amazon.com. Participants filled out 
demographic information, and were debriefed and thanked at the end (see Appendix E.1 
for details).  
105 
 
CHAPTER IV: DISCUSSION AND IMPLICATIONS 
4.1 General Discussion 
Conceptually, this research adds to the existing stereotype threat literature by 
investigating its effect on information processing. Previous research argues that 
stereotype threat affects performances of cognitively difficult tasks, such as solving math 
problems (Spencer, et al., 1999; J. R. Steele, Reisz, Williams, & Kawakami, 2007; 
Walsh, Hickey, & Duffy, 1999), SAT tests (Cullen, Hardison, & Sackett, 2004; C. M. 
Steele & Aronson, 1995), and GRE tests (Inzlicht & Ben-Zeev, 2000; McIntyre, et al., 
2003; Schmader & Johns, 2003). Spencer et al. (1999) suggested that stereotype threat 
does not affect participants’ performance on easy math tests but does so on difficult tests. 
However, our finding shows that stereotype threat could also affect product information 
processing, a task that does not require heavy cognitive processing. Specifically, 
stereotype threat makes targeted individuals more likely to use price as a heuristic cue to 
process product information. 
This research contributes to the consumer decision making literature by 
examining stereotype threat effect in in-store product purchasing context. A small amount 
of research in social psychology and consumer behavior literature has begun to 
investigate stereotype threat effect on consumers’ decisions. These studies demonstrate 
stereotype threat effect on financial decision making (Carr & Steele, 2010), and service 
provider preference (Lee, et al., 2011). However, these studies have neglected one of the 
most prevalent contexts for consumer decision making: product purchases in stores. Our 
findings suggest that purchase intention for stereotype threat-targeted individuals depends 
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on the price level. Also, I unearthed working memory resources as a mechanism in which 
stereotype threat influences product purchasing decisions. 
The present research provides theoretical contributions to the processing of price 
information in two ways. First, I provided evidence that impairment of working memory 
resources affects price perceptions. Prior literature has identified that cognitive resource 
availability impacts the use of price for quality judgments (Monroe, 2003). Specifically, 
Suri and Monroe (2003) examined the role of time as a resource for the processing of 
price information, suggesting that cognitive processing might be impaired when time 
resource is limited. Our research uniquely demonstrates that when working memory 
resources as a cognitive resource is limited, individuals will rely more on heuristic 
processing. Second, I added to the pricing literature by examining the role of stereotype 
threat in price perceptions. Our research unveiled the causal chain that stereotype threat 
negatively impacts targeted individuals’ working memory resources, which leads to the 
consideration of price as heuristic cue for quality and value perceptions. Whereas prior 
work typically examined that stereotype threat affects working memory resources 
(Beilock, et al., 2007; Johns, et al., 2008; Schmader & Johns, 2003), I moved one step 
further to investigate stereotype threat effects on price perceptions. 
4.2 Theoretical Implications 
From consumers’ perspective, stereotype threat affects their well-being. 
Stereotype threat distorts consumers’ product judgments, resulting in focusing primarily 
on salient cues (i.e., price) to judge product quality and value. However, product quality 
and value are not only based on price, but also on numerous other product attributes. 
Misjudgments could result in spending more on the high-priced products of the same 
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quality, as well as refusal to purchase low-priced products with fair quality. This could 
result in tremendous monetary and time costs for consumers who experience stereotype 
threat. 
Coping, a simultaneous psychological process that accompanies stereotype threat, 
affects consumers’ ability to perform in subsequent tasks that draw on the same pool of 
executive resources, such as self-regulation, choice, and decision making (Bruyneel, et 
al., 2006; Schmeichel, 2007; Vohs, et al., 2008). This process is especially harmful for 
consumers who use response-focused coping, which greatly impairs working memory 
resources, than those who adopt antecedent-focused coping. Previous research already 
demonstrated that coping with stereotype threat negatively impacts self-control in non-
stereotyped domains, including aggressive behavior, eating, and decision making 
(Inzlicht & Kang, 2010). Since these domains are related to success in life and career, 
consumers constantly experiencing stereotype threat in product purchasing context will 
be less likely to achieve their goals. 
4.3 Practical Implications 
Practically, this research provides implications to the industry. Our findings 
propose totally different strategies for both up-scale and discount stores that sell 
stereotype-related products. Since targets of stereotype threat generate higher purchase 
intention for high-priced products, up-scale department stores should increase consumers’ 
feeling of being stereotyped so as to increase sales of their high priced items. They can 
achieve this goal by inducing consumers to recall situations that are consistent with 
product-related negative stereotypes, or increase the number of outgroup sales people. On 
the contrary, since stereotype threat lowers purchase intention for low-priced products, 
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discount stores should decrease stereotype threat so as to achieve higher sales. This could 
possibly be achieved through putting up posters that ask consumers to reappraise 
potential stereotype threatening situations, or decrease the number of outgroup 
salespeople. 
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Appendix A.1 
Pretest for Product Selection (Tools) 
 
Dear Participant,      
 
We are trying to understand how people perceive certain commonly available products. 
There is no right or wrong answer---we are merely seeking peoples’ opinions. Please 
respond as quickly as you can to the following claims while rating your responses on the 
scale:   1 = not at all; 11 = extremely. A quick but deliberate response is essential. So 
please simply put in the first number that comes to mind for each question. 
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Hammer is good 
 
Hammer is male 
 
Hammer is bad 
 
Hammer is female 
Hammer is disgusting 
Axe is good 
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
 
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
 
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
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Axe is male 
Axe is bad 
Axe is female 
Axe is disgusting 
 
Clamp is good 
 
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
 
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
 
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
 
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
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Clamp is male 
Clamp is bad 
 
Clamp is female 
 
Clamp is disgusting 
 
Plier is good 
 
Plier is male 
 
     1            2            3            4            5            6            7            8            9            10            11             
 
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
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Plier is bad 
 
Plier is female 
 
Plier is disgusting 
 
Wrench is good 
 
Wrench is male 
Wrench is bad 
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
 
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
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Wrench is female 
Wrench is disgusting 
 
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
 
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
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What is your relationship with using tools at home (e.g., hammer, axe, wrench, plier, 
clamp)? 
1. I have used all kinds of tools that one normally uses at home. 
2. I have used many tools that one normally uses at home. 
3. I have used only a few tools at home. 
4. I have never used any tool at home.  
 
What is your relationship with using tools at work (e.g., hammer, axe, wrench, plier, 
clamp)?  
1. I have used all kinds of tools that one normally uses at work. 
2. I have used many tools that one normally uses at work. 
3. I have used only a few tools at work. 
4. I have never used any tool at work. 
 
What is your gender?  
1. Male 
2. Female 
 
What is your age? 
 
Thank you for your help with this research! 
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Appendix A.2 
Pretest for Price and Stereotype (Tools) 
 
Dear Participant,      
 
We are trying to understand how people perceive certain products. There is no right or 
wrong answer---we are merely seeking peoples’ opinions. Your answers will be 
confidential. 
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Please review the picture below and answer questions that follow. 
 
 
 
 
1. What's the lowest acceptable price that you would pay for the seven-piece wrench 
set shown above? (in US Dollars) 
 
2. What's the highest acceptable price that you would pay for the seven-piece 
wrench set shown above? (in US Dollars) 
 
3. What's the average price that you would pay for the seven-piece wrench set 
shown above? (in US Dollars) 
 
 
140 
 
 
4. To what extent do you think there is a stereotype that men know more about tools 
than women (e.g. wrench sets)? 
 
5. What is your gender? 
Male           Female 
 
 
6. What is your age? 
 
Thank you for your help with this research! 
  
   Not at all                                                                    Very Much 
          1            2            3            4            5            6            7 
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Appendix A.3 
Stimuli for Study 1 (High Price Condition) 
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Appendix A.4 
Stimuli for Study 1 (Low Price Condition) 
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Appendix A.5 
Stereotype Threat Manipulation for Study 1 
 
The purpose of this study is to investigate the reasons why men are significantly better 
than women at using tools to repair (e.g., wrench set). Please recall one situation from 
your experience that is consistent with the fact that men are better than women at tool 
usage and write down below. Most importantly, please focus on how the experience 
made you felt at that moment.   
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Appendix A.6 
Control Manipulation for Study 1 
 
Please write down what you do in a typical day. 
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Appendix A.7 
Main Study for Study 1 
 
Dear Participants, 
 
We are trying to understand how people perceive certain products. There is no right or 
wrong answer---we are merely seeking peoples’ opinions. Your answers will be 
confidential. 
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How often do you purchase wrenches? 
 
How many times have you purchased wrenches before? 
How familiar are you with purchasing wrenches? 
How much do you know about wrenches? 
 
 
 
 
 
 
 
 
 Very rarely                                                                Very frequently 
          1            2            3            4            5            6            7 
          0            1            2            3   more than three times (Please specify)____ 
 
   Not at all                                                                        Very 
    familiar                                                                        familiar 
          1            2            3            4            5            6            7 
 
   Not at all                                                                      Very much 
          1            2            3            4            5            6            7 
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(Insert stereotype threat/control manipulations about here.) 
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Please read the following scenario. 
 
This past week, your bathroom faucet started dripping. You are aware that a steady drip 
can waste $20 worth of water in a week, and you are responsible for the water bill. The 
noise of the drip has already started sapping your sleep at night, and is also affecting your 
performance during the day. You need to purchase a wrench set to fix this problem and 
decide to visit PCJ department store to explore its tool section. 
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Imagine that PCJ is your favorite department store and is also not far from where you 
live. It offers a choice of merchandise lines including clothing, furniture, home 
appliances, toys, cosmetics, gardening, toiletries, sporting goods DIY, paint and 
hardware.  
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While walking in the tool section of the store, you see the following promotional offer for 
a wrench set: 
 
 
 
 
 
 
(Insert stimuli for Study 1 about here.) 
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Indicate your assessment of the wrench set. 
 
The quality of this wrench set is 
 
The wrench set will function well. 
 
The wrench set is likely to be useful. 
 
This wrench set is a good value for money.  
 
I feel that at the advertised price, I am getting a good wrench set for a reasonable price. 
If I bought this wrench set at the advertised price, I would be getting my money’s worth. 
       Low                                                                             High 
          1            2            3            4            5            6            7 
Strongly Disagree                                                      Strongly Agree 
          1            2            3            4            5            6            7 
Strongly Disagree                                                      Strongly Agree 
          1            2            3            4            5            6            7 
Strongly Disagree                                                      Strongly Agree 
          1            2            3            4            5            6            7 
Strongly Disagree                                                      Strongly Agree 
          1            2            3            4            5            6            7 
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If I purchase this wrench set, I will be unable to purchase some other products that I 
would like to purchase.  
 
The price for this wrench set is  
 
What is your gender? 
Male           Female 
 
What is your age? 
 
Thank you for your help with this research! 
  
Strongly Disagree                                                      Strongly Agree 
          1            2            3            4            5            6            7 
 
Strongly Disagree                                                      Strongly Agree 
          1            2            3            4            5            6            7 
       Low                                                                             High 
          1            2            3            4            5            6            7 
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Appendix B.1 
Pretest for Product Selection (Electronics) 
 
Dear Participant,      
 
We are trying to understand how people perceive certain commonly available products. 
There is no right or wrong answer---we are merely seeking peoples’ opinions. Please 
respond as quickly as you can to the following claims while rating your responses on the 
scale:   1 = not at all; 11 = extremely. A quick but deliberate response is essential. So 
please simply put in the first number that comes to mind for each question. 
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MP4 player is good 
 
MP4 player is male 
 
MP4 player is bad 
 
MP4 player is female 
 
MP4 player is disgusting 
 
Laptop is good 
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
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Laptop is male 
 
Laptop is bad 
 
Laptop is female 
 
Laptop is disgusting 
Television is good 
 
 
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
 
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
156 
 
Television is male 
 
Television is bad 
 
Television is female 
 
Television is disgusting 
 
CPU is good 
CPU is male 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
 
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
 
157 
 
 
CPU is bad 
 
CPU is female 
 
CPU is disgusting 
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
Not At All                                                                                                                        Extremely 
     1            2            3            4            5            6            7            8            9            10            11             
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What is your relationship with using electronics at home (e.g., MP4 player, laptop, 
television, CPU)? 
1. I have used all kinds of electronics that one normally uses at home. 
2. I have used many electronics that one normally uses at home. 
3. I have used only a few electronics at home. 
4. I have never used any electronics at home.  
 
What is your relationship with using electronics at work (e.g., MP4 player, laptop, 
television, CPU)?  
1. I have used all kinds of electronics that one normally uses at work. 
2. I have used many electronics that one normally uses at work. 
3. I have used only a few electronics at work. 
4. I have never used any electronics at work. 
 
What is your gender?  
1. Male 
2. Female 
 
What is your age? 
 
Thank you for your help with this research! 
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Appendix B.2 
Pretest for Price and Stereotype (MP4 Player) 
 
Dear Participant,      
 
We are trying to understand how people perceive certain products. There is no right or 
wrong answer---we are merely seeking peoples’ opinions. Your answers will be 
confidential. 
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Please review the picture of an MP4 player below and answer questions that follow. 
 
 
 
1. What's the lowest acceptable price that you would pay for the MP4 player shown 
above? (in US Dollars) 
 
2. What's the highest acceptable price that you would pay for the MP4 player shown 
above? (in US Dollars) 
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3. What's the average price that you would pay for the MP4 player shown above? (in 
US Dollars) 
 
4. To what extent do you think there is a stereotype that men know more about 
electronic products than women? 
  Not at all                                                                          Very Much 
1            2            3            4            5            6            7 
 
5. What is your gender? 
Male           Female 
 
 
6. What is your age? 
 
Thank you for your help with this research! 
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Appendix B.3 
Stimuli for Study 2 (High Price Condition) 
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Appendix B.4 
Stimuli for Study 2 (Low Price Condition) 
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Appendix B.5 
Stereotype Threat Manipulation for Study 2 
 
The purpose of this study is to investigate the reasons why men are significantly better 
than women at using technology-based products (e.g., electronic products). In the 
following space please recreate an experience from your past that is consistent with the 
notion that men are better at technology-based product usage. Think about all thoughts, 
feelings, and sensations at the time of the experience. Please also think about how you 
coped with the experience both physically and emotionally. 
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Appendix B.6 
Control Manipulation for Study 2 
 
Please write down what you do for a typical day. 
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Appendix B.7 
Main Stimuli for Study 2 
 
Dear Participants, 
 
We are trying to understand how people perceive certain products. There is no right or 
wrong answer---we are merely seeking peoples’ opinions. Your answers will be 
confidential. 
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How often do you purchase MP4 players? 
 
How many times have you purchased MP4 players before? 
How familiar are you with purchasing MP4 players? 
How much do you know about MP4 players? 
 
 
 
 
 
 
 
 
 Very rarely                                                                Very frequently 
          1            2            3            4            5            6            7 
          0            1            2            3   more than three times (Please specify)____ 
 
   Not at all                                                                        Very 
    familiar                                                                        familiar 
          1            2            3            4            5            6            7 
 
   Not at all                                                                      Very much 
          1            2            3            4            5            6            7 
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(Insert stereotype threat/control manipulations about here.) 
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Please read the following scenario. 
 
Imagine that this past week, your MP4 player broke down. Because you will be traveling 
soon, not being able to listen to music would make your trip miserable. You need to 
purchase a new MP4 player to solve this problem and decide to visit PCJ department 
store to explore its electronics section.   
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Imagine that PCJ is your favorite department store and is also not far from where you 
live. It offers a choice of merchandise lines including clothing, furniture, home 
appliances, toys, cosmetics, gardening, toiletries, sporting goods DIY, paint and 
hardware. 
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While walking in the tool section of the store, you see the following promotional offer for 
a MP4 player: 
 
 
 
 
 
 
(Insert stimuli for Study 2 about here.) 
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Indicate your assessment of the MP4 player. 
The quality of this MP4 player is 
 
The MP4 player will function well. 
 
The MP4 player is likely to be useful. 
 
This MP4 player is a good value for money.  
 
I feel that at the advertised price, I am getting a good MP4 player for a reasonable price. 
If I bought this MP4 player at the advertised price, I would be getting my money’s worth. 
       Low                                                                             High 
          1            2            3            4            5            6            7 
Strongly Disagree                                                      Strongly Agree 
          1            2            3            4            5            6            7 
Strongly Disagree                                                      Strongly Agree 
          1            2            3            4            5            6            7 
Strongly Disagree                                                      Strongly Agree 
          1            2            3            4            5            6            7 
Strongly Disagree                                                      Strongly Agree 
          1            2            3            4            5            6            7 
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If I purchase this MP4 player, I will be unable to purchase some other products that I 
would like to purchase.  
 
The price for this MP4 player is  
 
On the next page, you will do a practice run of a word/sentence combination task. Your 
responsibility in the task is to remember all the words that appear for one second, count 
the number of words with vowels (a, e, i, o, u) in sentences, and then recall all the words 
that appeared for one second after a series of word/sentence combinations. Most 
importantly, please try your best to recall all the words. 
 
(next page)  
Practice run:  Step 1: Try to remember the word, which will appear for one second, on the 
next screen. 
  
constant 
Strongly Disagree                                                      Strongly Agree 
          1            2            3            4            5            6            7 
 
Strongly Disagree                                                      Strongly Agree 
          1            2            3            4            5            6            7 
       Low                                                                             High 
          1            2            3            4            5            6            7 
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Step 2: Count and write down the number of vowels (a, e, i, o, u) in the sentence (answer 
the question to proceed). 
 
The doctor would like to sit down and talk about issues related to his childhood. 
 
How many vowels are there in the above sentence? 
 
  
Step 3:After a series of these repeated step 1 and 2, you will be asked to recall all the 
words (4-6 words) that appeared for one second on the first screens. The question is 
shown below. For example, the word "constant" should be written as an answer for the 
question (answer the question to proceed). 
 
Please write down as many words appeared on the first screens (those that appeared for 
one second) as possible. Separate words by commas. 
 
Practice run is over. Starting with the actual task from next page. 
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Series 1 (Press continue button to start) 
 
slightly 
 
(next page)  
In a flash of fatigue and fantasy, he saw a fat Indian sitting beside a campfire. 
 
How many vowels are there in the above sentence? 
 
(next page) 
mountain 
 
(next page)  
The lieutenant sat beside the man with the walkie-talkie and stared at the muddy ground. 
 
How many vowels are there in the above sentence? 
 
(next page) 
validity 
  
(next page)  
I will not shock my readers with a description of the cold-blooded butchery that followed. 
 
How many vowels are there in the above sentence? 
 
(next page) 
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overseas 
 
(next page) The courses are designed as much for professional engineers as for amateur 
enthusiasts. 
 
How many vowels are there in the above sentence? 
 
Please write down as many words appeared on the first screens (those that appeared for 
one second) as possible. Separate words by commas. 
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Series 2 (Press continue button to start) 
 
anywhere 
 
(next page) 
The taxi turned up Michigan Avenue, where they had a clear view of the lake. 
 
How many vowels are there in the above sentence? 
 
(next page) 
converse 
  
(next page)  
The words of human love have been used by the saints to describe their vision of God. 
 
How many vowels are there in the above sentence? 
 
(next page) 
elevation 
 
(next page)  
It was shortly after this that an unusual pressure of business called me out of town. 
 
How many vowels are there in the above sentence? 
 
(next page) 
general 
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(next page) 
He pursued this theme, still pretending to seek for information to quiet his own doubts. 
 
How many vowels are there in the above sentence? 
 
(next page) 
boundary 
 
(next page)  
I was so surprised at this unaccountable apparition, that I was speechless for a while. 
 
How many vowels are there in the above sentence? 
 
Please write down as many words appeared on the first screens (those that appeared for 
one second) as possible. Separate words by commas. 
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Series 3 (Press continue button to start) 
 
northern 
  
(next page) 
When at last his eyes opened, there was no gleam of triumph, no shade of anger. 
 
How many vowels are there in the above sentence? 
 
(next page) 
equation 
 
(next page)  
Filled with these dreary forebodings, I fearfully opened the heavy wooden door. 
 
How many vowels are there in the above sentence? 
 
(next page) 
tropical 
  
(next page)  
I'm not certain what went wrong but I think it was my cruel and bad temper. 
 
How many vowels are there in the above sentence? 
 
(next page) 
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relative 
 
(next page)  
I imagine that you have a shrewd suspicion of the object of my early visit. 
 
How many vowels are there in the above sentence? 
 
(next page) 
highland 
  
(next page)  
I turned my memories over at random like pictures in a photograph album. 
 
How many vowels are there in the above sentence? 
 
(next page) 
sometime 
 
(next page)  
The woman hesitated for a moment to taste the onions because her husband hated the 
smell. 
 
How many vowels are there in the above sentence? 
 
Please write down as many words appeared on the first screens (those that appeared for 
one second) as possible. Separate words by commas. 
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Series 4 (Press continue button to start) 
 
absolute 
 
(next page)  
It was your belief in the significance of my suffering that kept me going. 
 
How many vowels are there in the above sentence? 
 
(next page) 
principle 
 
(next page)  
When in trouble, children naturally hope for a miraculous intervention by a superhuman. 
 
How many vowels are there in the above sentence? 
 
(next page) 
rehearse 
 
(next page)  
With shocked amazement and appalled fascination Marion looked at the pictures. 
 
How many vowels are there in the above sentence? 
 
(next page) 
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stealing 
 
(next page)  
There are days when the city where I live wakes in the morning with a strange look. 
 
How many vowels are there in the above sentence? 
 
Please write down as many words appeared on the first screens (those that appeared for 
one second) as possible. Separate words by commas. 
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Series 5 (Press continue button to start) 
 
telegram 
  
(next page)  
We boys wanted to warn them, but we backed down when it came to the pinch. 
 
How many vowels are there in the above sentence? 
 
(next page) 
waitlist 
 
(next page)  
He stood there at the edge of the crowd while they were singing, and he looked bitter. 
 
How many vowels are there in the above sentence? 
 
(next page) 
unworthy 
 
(next page) What would come after this day would be inconceivably different, would be 
real life. 
 
How many vowels are there in the above sentence? 
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(next page) 
wrenches 
 
(next page)  
John became annoyed with Karen's bad habits of biting her nails and chewing gum. 
 
How many vowels are there in the above sentence? 
 
(next page) 
mortgage 
  
(next page)  
Due to his gross inadequacies, his position as director was terminated abruptly. 
 
How many vowels are there in the above sentence? 
 
Please write down as many words appeared on the first screens (those that appeared for 
one second) as possible. Separate words by commas. 
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Series 6 (Press continue button to start) 
 
freewill 
 
(next page)  
It is possible, of course, that life did not arise on the earth at all. 
 
How many vowels are there in the above sentence? 
 
(next page) 
hallmark 
 
(next page)  
The poor lady was thoroughly persuaded that she was not long to survive this vision. 
 
How many vowels are there in the above sentence? 
 
(next page) 
inactive 
 
(next page) After all he had not gone far, and some of his walking had been circular. 
 
How many vowels are there in the above sentence? 
 
(next page) 
junction 
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(next page)  
The announcement of it would resound throughout the world, penetrate to the remotest 
land. 
 
How many vowels are there in the above sentence? 
 
(next page) 
lifetime 
 
(next page) To do so in directions that are adaptive for mankind would be a realistic 
objective. 
 
How many vowels are there in the above sentence? 
 
(next page) 
mediocre 
  
(next page)  
Slicing it out carefully with his knife, he folded it without creasing the face. 
 
How many vowels are there in the above sentence? 
 
(next page) 
Please write down as many words appeared on the first screens (those that appeared for 
one second) as possible. Separate words by commas. 
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What is your gender? 
Male           Female 
 
What is your age? 
 
Thank you for your help with this research! 
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Appendix C.1 
Pretest for Prices (Second-Hand Car) 
 
Dear Participant,      
 
We are trying to understand how people perceive certain products. There is no right or 
wrong answer---we are merely seeking peoples’ opinions. Your answers will be 
confidential. 
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Please review the picture below and answer questions that follow. 
 
 
 
1. What's the lowest acceptable price that you would pay for the second-hand car 
shown above? (in US Dollars) 
 
2. What's the highest acceptable price that you would pay for the second-hand car 
shown above? (in US Dollars) 
 
3. What's the average price that you would pay for the second-hand car shown 
above? (in US Dollars) 
 
 
4. What is your gender? 
Male           Female 
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5. What is your age? 
 
Thank you for your help with this research! 
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Appendix C.2 
Stimuli for Preliminary Study 1 
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Appendix C.3 
Stereotype Threat Manipulation for Preliminary Study 1 and Study 3 
 
While walking into the XYZ dealer shop, you are greeted by a male salesperson Aaron 
Cooper, who is the only salesperson available. Imagine that you are going through the 
second-hand car selection process with Aaron, and frequently interact with him during 
the entire process. Write down all your thoughts, feelings, and sensations during your 
interaction with him in each step of the selection process. Especially write about how you 
cope with the experience both physically and emotionally. 
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Appendix C.4 
Control Manipulation for Preliminary Study 1 and Study 3 
 
While walking into the XYZ dealer shop, you are greeted by a female salesperson Erin 
Cooper, who is the only salesperson available. Imagine that you are going through the 
second-hand car selection process with Erin, and frequently interact with her during the 
entire process. Write down all your thoughts, feelings, and sensations during your 
interaction with her in each step of the selection process. Especially write about how you 
cope with the experience both physically and emotionally. 
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Appendix C.5 
Main Stimuli for Preliminary Study 1 and Study 3 
Dear Participants, 
 
We are trying to understand how people perceive certain products. There is no right or 
wrong answer---we are merely seeking peoples’ opinions. Your answers will be 
confidential. 
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How many times have you purchased cars before? 
How familiar are you with purchasing cars? 
How much do you know about cars? 
 
What is your gender?  
1. Male 
2. Female 
 
 
Please read the scenario below and answer questions that follow. 
 
Imagine that this past week, you accepted a job that requires you to drive to work starting 
next week. However, you don't have a car yet, and don't have any friend who can drive 
you to work. Thus, you decide to visit a car dealer by yourself to purchase a second-hand 
car. 
          0            1            2            3   more than three times (Please specify)____ 
 
   Not at all                                                                        Very 
    familiar                                                                        familiar 
          1            2            3            4            5            6            7 
 
   Not at all                                                                      Very much 
          1            2            3            4            5            6            7 
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This dealer is located not far from where you live. It offers the choice of second-hand 
cars including but not limited to Toyota, Ford, Honda, Chrysler, etc. The picture of the 
car dealer is below. 
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(Insert stereotype threat/control manipulations about here.) 
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When going through the selection process, you see a promotional offer below. Please 
examine the promotional offer carefully and answer questions that follow. 
 
 
 
 
 
(Insert stimuli for Study 3 about here.) 
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Indicate your assessment of the second-hand car. 
The quality of this second-hand car is 
 
The second-hand car will function well. 
 
The second-hand car is likely to be useful. 
 
This second-hand car is a good value for money.  
 
I feel that at the advertised price, I am getting a good second-hand car for a reasonable 
price. 
       Low                                                                             High 
          1            2            3            4            5            6            7 
Strongly Disagree                                                      Strongly Agree 
          1            2            3            4            5            6            7 
Strongly Disagree                                                      Strongly Agree 
          1            2            3            4            5            6            7 
Strongly Disagree                                                      Strongly Agree 
          1            2            3            4            5            6            7 
Strongly Disagree                                                      Strongly Agree 
          1            2            3            4            5            6            7 
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If I bought this second-hand car at the advertised price, I would be getting my money’s 
worth. 
If I purchase this second-hand car, I will be unable to purchase some other products that I 
would like to purchase.  
 
The price for this second-hand car is  
How much would you like to pay for the car (in dollar amount)? 
 
What is your age? 
 
Thank you for your help with this research! 
  
Strongly Disagree                                                      Strongly Agree 
          1            2            3            4            5            6            7 
 
Strongly Disagree                                                      Strongly Agree 
          1            2            3            4            5            6            7 
       Low                                                                             High 
          1            2            3            4            5            6            7 
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Appendix C.6 
Stimuli for Study 3 (High Price) 
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Appendix C.7 
Stimuli for Study 3 (Low Price) 
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Appendix D.1 
Main Stimuli for Reappraisal Manipulation Pretest 
 
Dear Participants, 
 
We are trying to understand people’s car buying process. There is no right or wrong 
answer---we are merely seeking peoples’ opinions. Your answers will be confidential. 
 
What is your gender?  
1. Male 
2. Female 
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Please read the scenario below and answer questions that follow. 
 
Imagine that this past week, you accepted a job that requires you to drive to work starting 
next week. However, you don't have a car yet, and don't have a friend who can drive you 
to work. Thus, you decide to visit a car dealer to purchase a second-hand car. (You will 
be able to move to the next page in 10 seconds)   
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This car dealer (see picture below) is located not far from where you live. It offers the 
choice of second-hand cars including but not limited to Toyota, Ford, Honda, Chrysler, 
etc. (please go to the next page)    
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(Insert manipulations for pretest 6 about here.) 
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When buying the car, will you view the purchasing process neutrally? 
 
In the car buying process, will you try to hide your feelings? 
  
Not At All                                                                Very Much 
     1            2            3            4            5            6            7                 
Not At All                                                                Very Much 
     1            2            3            4            5            6            7                 
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After walking into the dealership to buy a used car, you are greeted by Aaron Cooper, 
who is the only salesperson available. He walks with you to his desk, and identifies your 
car preference by asking you several screening questions (e.g., body type). Then based on 
your preferences, he shows you a series of used cars in the inventory, and tells you some 
basic information about these cars. After frequent interaction with him and careful 
examination of the cars, you decide to test drive the car below. 
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After the test drive, you are told to wait at a table while Aaron brings you all specifics 
and other paperwork related to the car. Please write down all your thoughts, concerns, 
feelings, and sensations at this moment. (You will be able to move to the next page after 
writing for 30 seconds.) 
 
 
 
 
 
 
The car salesperson seemed to be biased against me. 
 
What is your age? 
 
Thank you for your help with this research! 
  
Not At All                                                                Very Much 
     1            2            3            4            5            6            7                 
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Appendix D.2 
Reappraisal Manipulation 1 (Poster 1) 
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Appendix D.3 
Reappraisal Manipulation 2 (Poster 2) 
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Appendix D.4 
Reappraisal Manipulation 3 (Poster 3) 
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Appendix E.1 
Experiment Procedures 
 
(5m) Consent and Consumer Competence 
To what extent can you confidently evaluate kitchen appliances? 
      Not At All                                                                               Very Much 
              1              2              3              4              5              6              7 
To what extent can you correctly purchase kitchen appliances? 
      Not At All                                                                               Very Much 
              1              2              3              4              5              6              7 
 
(5m) Video Instruction 
 
(25m) EEG set up 
 
(10s). It is important to me that I am good at math. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
For the next 12 min, you will be taking a math test aimed at measuring your 
mathematical abilities. Why? As you probably know, math skills are crucial to 
performance in many important areas in the society. Yet surprisingly little is known about 
the mental processes underlying math ability. This research is aimed at better 
216 
 
understanding what makes some people better at math than others. After you finish the 
test, your test will be scored. This will enable us to analyze your performance and 
compare it with other people taking this test. 
 
 
 
(Insert stereotype threat activation/no activation manipulations about here.) 
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1. When a certain number is divided by 7, the remainder is 0. If the remainder is not 
0 when the number is divided by 14, then the remainder must be. 
a. 1 
b. 2 
c. 4 
d. 6 
e. 7 
 
2. If $4,500 was invested in a bond fund when the price per share was $9 and $3,000 
was invested in the fund when the price per share was $10, what was the average 
(arithmetic mean) price per share purchased? 
a. $9.625 
b. $9.50 
c. $9.40 
d. $9.375 
e. $9.20 
 
3. Which of the following equations can be used to find the value of x if 7 less than 
5x is 5 more than the product of 3 and x? 
a. 5x – 7 = 5 + 3x 
b. 5x –7 = 5 + (3 + x) 
c. 7 – 5x = 5 + 3x 
d. 7 – 5x = (5 + 3)x 
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e. 7 – 5x + 5 = 3x 
 
4. Mario bought equal numbers of 2-cent and 3-cent stamps. If the total cost of the 
stamps was $1.00, what was the total number of stamps bought? 
a. 25 
b. 34 
c. 40 
d. 46 
e. 50   
 
5. Jane has exactly 3 times as many Canadian as non-Canadian stamps in her 
collection. Which of the following CANNOT be the number of stamps in Jane’s 
collection? 
a. 96 
b. 80 
c. 72 
d. 68 
e. 54 
 
6. Chris gave Jane x cards. He gave Betty one card more than he gave Jane and he 
gave Paul two cards fewer than he gave Betty. In terms of x, how many cards did Chris 
give Betty, Jane, and Paul altogether? 
a. 3x + 1 
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b. 3x 
c. 3x – 1 
d. x – 1  
e.  
3
x
 
   
 
7. Three individuals contributed $800 each toward the purchase of a computer. If 
they bought the computer on sale for $1,950 plus 10 percent sales tax, how much money 
should be refunded to each individual? 
a.   $65 
b.   $85 
c. $150 
d. $195 
e. $255 
 
8. A widow received 1/3 of her husband’s estate, and each of her three sons received 
1/3 of the balance. If the widow and one of her sons received a total of $60,000 from the 
estate, what was the amount of the estate? 
a.   $90,000 
b.   $96,000 
c. $108,000 
d. $135,000 
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e. $180,000   
 
9. If x can have only the values -3, 0, 2, and y can have only the values -4, 2, and 3, 
what is the greatest possible value for 2x + y2? 
a. 13 
b. 15 
c. 16 
d. 20 
e. 22   
 
10. If the cost of a long-distance phone call is c cents for the first minute and  c cents 
for each additional minute, what is the cost, in cents, of a 10-minute call of this type? 
a.   c  
b. 6 c 
c.  c 
d. 7 c 
e.  c 
   
 
11. City Y has installed 30 parking meters at 15 foot intervals along a straight street. 
What is the number of feet between the first meter and the last meter? 
a. 200 
b. 420 
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c. 435 
d. 450 
e. 465 
 
12. In a certain apartment building exactly 1/3 of the apartments have two bedrooms 
and exactly 1/7 of the two-bedroom apartments are front apartments. Which of the 
following could be the total number of apartments in the building? 
a. 42 
b. 50 
c. 51 
d. 56 
e. 57   
 
13. The number of connections C that can be made through a switchboard to which T 
telephones are connected is given by the formula:  C =  .  How many more connections 
are possible with 30 telephones than with 20 telephones? 
a. 435 
b. 245 
c. 190 
d. 45 
e. 10 
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14. If 5 percent of a rectangular lot is covered by a rectangular shed that is 25 feet 
long and 24 feet wide, what is the area of the lot in square feet? 
a. 3,000 
b. 5,700 
c. 12,000 
d. 22,500 
e. 30,000 
 
15. If membership in the Elks Club increases from 120 to 150, what is the percent 
increase? 
a. 15% 
b. 25% 
c. 30% 
d. 40% 
e. 80% 
   
16. The length of a rectangular floor is 16 feet and its width is 12 feet. If each 
dimension were reduced by x feet to make the ratio of the length to width 3 to 2, what 
would be the value of x? 
a. 0 
b. 2 
c. 4 
d. 6 
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e. 8   
 
17. The Acme Rent-A-Car agency charges $10.00 per day and $0.10 per mile to rent 
a car. The Super Rent-a-Car agency charges $20.00 per day and $0.05 per mile to rent a 
car. If a car is rented for 1 day, at how many miles would the rental charges of the two 
agencies be equal? 
a.   50 
b. 100 
c. 150 
d. 175 
e. 200 
 
18. A school district has 1,989 computers, which is approximately one computer for 
every 68.6 students. Of the following, which is the closest approximation, in thousands, 
of the number of students in the school district? 
a.   30 
b. 120 
c. 140 
d. 160 
e. 200 
 
19. A secretary typed 6 letters, each of which had either 1 or 2 pages. If the secretary 
typed 10 pages in all, how many of the letters had 2 pages? 
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a. 1 
b. 2 
c. 3 
d. 4 
e. 5 
 
20. The rectangular floor of a warehouse is 300 feet wide and 350 feet long. If the 
width remains fixed, how many additional feet would have to be added to the length to 
increase the floor area by 20%? 
a. 42 
b. 50 
c. 65 
d. 70 
e. 84   
 
21. If 4x is 9 greater than the sum of x and 3y, then x is how much greater than y? 
a. 3 
b. 6 
c. 9 
d. 12 
e. 15 
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22. Two people were hired to mow a lawn for a total of $45. They completed the job 
with one person working for 1 hour and 20 minutes and the other working 40 minutes. If 
they split the $45 in proportion to the amount of time each spent working on the job, how 
much did the person who worked longer receive? 
a. $33.75 
b. $30.00 
c. $27.50 
d. $25.00 
e. $22.50 
 
23. If the sum of two numbers is known, which of the following is NOT sufficient to 
determine the values of the two numbers? 
a. One number is greater than the other. 
b. The cube of one number is 8. 
c. The product of the two numbers if 8. 
d. The difference between the two numbers is 2. 
e. One number is half the other.   
 
24. If a person can save $380 is 5 weeks, in how many weeks, at this same rate, can 
the person save 2.6 times this amount? 
a. 13 
b. 12.5 
c. 11 
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d. 10.6 
e. 8   
 
25. If the sum of 12, 15, and x is 45, then the product of 5 and (x + 2) is 
a. 100 
b.   92 
c.   80 
d.   41 
e.   25 
 
26. In a certain shipment 2 percent of the boxes shipped were damaged. If the loss per 
damaged box was $35 and the total loss due to damage was $700, how many boxes were 
shipped? 
a. 2,000 
b. 1,000 
c.    200 
d.    100 
e.      20 
 
27. If the average (arithmetic mean) of two numbers is 20 and one of the numbers is 
x, what is the other number in terms of x? 
a. 40 – x 
b. 40 – 2x 
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c. 20 + x 
d. 20 – x 
e. 20 – 2x 
 
28. A watch gains 7 minutes and 6 seconds every 6 days. If the rate of gain is 
constant, how much does the watch gain in one day? 
a. 1 min 1 sec 
b. 1 min 6 sec 
c. 1 min 11 sec 
d. 1 min 16 sec 
e. 1 min 21 sec 
 
29. A time-study specialist has set the production rate for each worker on a certain job 
at 22 units every 3 hours. At this rate what is the minimum number of workers that 
should be put on the job if at least 90 units are to be produced per hour? 
a.   5 
b.   8 
c. 12 
d. 13 
e. 30 
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30. The daily rate for a hotel room that sleeps 4 people is $39 for one person and x 
dollars for each additional person. If 3 people take the room for one day and each pays 
$21 for the room, what is the value of x? 
a. 6 
b. 8 
c. 12 
d. 13 
e. 24 
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(10s). Is the test biased against females? 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
(2m). Practice Run of Product Evaluation 
Page 1: Price 
Page 2: Product 
Page 3: Evaluation of Perceived Sacrifice and Value (See Scales in Product Evaluation 
Section) 
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(24m). Product Evaluation 
 
 
6-Cup Coffee Brewer 
 
 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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12-Cup Coffee Brewer  
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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1100W 1.4 Cu. Ft Microwave Oven 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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1200W 1.1 Cu. Ft. Microwave Oven 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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2.5-Pound Automatic Bread Maker 
 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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2.2-Pound Automatic Bread Maker 
 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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14-Cup Food Processor 
 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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12-Cup Food Processor 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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4-Slice Toaster Oven 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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6-Slice Toaster Oven 
 
 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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6-Cup Blender 
 
 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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7.5-Cup Blender 
 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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60-Cup Rice Cooker 
 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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23-Cup Rice Cooker 
 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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900W Juice Extractor 
 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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350W Juice Extractor 
 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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2.4-Cubic Foot Fridge 
 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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4.0-Cubic Foot Fridge 
 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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18-Bottle Wine Cooler 
 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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12-Bottle Wine Cooler 
 
 
1. If I purchase this product, I will be unable to purchase some other products that I 
would like to purchase. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
 
2. This product is a good value for money. 
Strongly Disagree                                                                      Strongly Agree 
              1              2              3              4              5              6              7 
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Appendix E.2 
Stereotype Threat Activation Manipulation 
 
What about gender differences? This mathematics test has shown significant gender 
differences in performance and mathematics ability. The test has been piloted in many 
mathematics courses across the nation to determine how reliable and valid the test is for 
measuring gender differences in mathematics ability. Analysis of thousands of students' 
test results has shown that males performed significantly better than females on this test. 
In other words, this mathematics test shows significant gender differences. 
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Appendix E.3 
Stereotype Threat No Activation Manipulation 
 
What about gender differences? This mathematics test has not shown any gender 
differences in performance or mathematics ability. The test has been piloted in many 
mathematics courses across the nation to determine how reliable and valid the test is for 
measuring mathematics ability. Analysis of thousands of students' test results has shown 
that males and females perform equally well on this test. In other words, this mathematics 
test shows no gender differences. 
  
252 
 
LEI SONG 
 
 
Education                                                                      
 
Ph.D., Marketing, June 2015 (expected) 
Drexel University, LeBow College of Business, Philadelphia, USA 
Co-Advisors: Rajneesh Suri and Yanliu Huang (Proposal Defended in May 2014) 
 
M.B.A., General Management, February 2010 
Sogang University, Graduate School of Business, Seoul, South Korea 
 
B.A., English for International Finance, June 2007 
Tianjin Foreign Studies University, School of English Studies, Tianjin, P.R. China 
 
Research Interests                                                                
 
Behavioral Pricing in Retailing: Examines the role of stereotype on consumers’ price 
perceptions, and the effect of posture (e.g., stand or sit) & temperature (e.g., cold or hot) 
on consumers’ reactions towards price promotions. 
 
Cross-Cultural Consumer Behavior: Studies how cultural differences (e.g., in styles of 
thinking, attitude functions) influence consumers’ responses towards products (e.g., 
counterfeits) and services (e.g., service failure). 
 
Dissertation                                                                                                 
 
An Integrated Process Model of Stereotype Threat Effects on Product Price and 
Value Judgments 
(Funded by the NeuroBusiness Initiative of Drexel University; In Collaboration with the 
School of Biomedical Engineering, Science, and Health Systems; Job Market Paper) 
 
Journal Publications and Manuscripts under Review (See Appendix for Abstracts)           
 
Song, Lei, Srinivasan Swaminathan, and Rolph E. Anderson (2015), “Differences in 
Customers’ Online Service Satisfaction across Cultures: The Role of Thinking Style,” 
Journal of Marketing Channels, 22, forthcoming. 
Song, Lei, Srinivasan Swaminathan, and Rolph E. Anderson, “Who Becomes More 
Upset? Cultural Differences in Responses towards Mixed Quality Services,” under 
review at the Journal of Consumer Research. 
Drexel University 
LeBow College of Business 
3220 Market Street 
Philadelphia, PA 19104 
 Phone: 215-350-2773 (cell) 
Fax: 215-895-6975 
Email: ls635@drexel.edu 
253 
 
Song, Lei, Yan Meng, and Rajneesh Suri, “Does Exposure to Counterfeits Influence 
Consumers’ Quality Perception and Satisfaction of Possessed Luxury Brands: A Cross-
Cultural Comparison,” under review at the Journal of Consumer Psychology. 
Manuscripts in Preparation and Selected Work in Progress                                                                
 
Song, Lei, Rajneesh Suri, and Yanliu Huang, “An Integrated Process Model of 
Stereotype Threat Effects on Product Price and Value Judgments,” partial data collected, 
targeted for submission to the Journal of Consumer Research in spring 2015. 
(Dissertation* and Job Market Paper; Received Competitive Funding from the 
NeuroBusiness Initiative of Drexel University) 
 
Suri, Rajneesh, Keith Coulter, and Lei Song, “Sit or Stand to Save: Posture and Retail 
Price Perceptions,” three studies completed, manuscript in preparation for submission to 
the Journal of Marketing Research in spring 2015. (See Appendix for Abstracts) 
 
Song, Lei, Alan J. Dubinsky, and Kelly Naletelich, “Impact of Cultural and Socio-
Economic Factors on Consumers’ Choice Strategies: A Cross-Cultural Investigation,” 
data collection completed, manuscript in preparation for submission to the Journal of 
Consumer Psychology in spring 2015. 
 
Suri, Rajneesh, Lan Xia, and Lei Song, “The Effect of Temperature on Consumers’ Price 
Promotion Perceptions,” one study completed, targeted for the Journal of Consumer 
Research. 
 
Song, Lei and Rajneesh Suri, “The Effect of Cashier Presence on Consumers’ Purchase 
Intention of Stereotype-Incongruent Products,” one study completed, targeted for the 
Journal of Marketing Research. 
 
Conference Publications and Presentations                                                  
 
Song, Lei, Yan Meng, and Rajneesh Suri (2014), “Does Exposure to Counterfeits 
Influence Quality Perceptions and Satisfaction of Carried Luxury Brands? A Cross-
Cultural Comparison,” Proceedings of Association for Consumer Research North 
American Conference, Baltimore, MD, forthcoming. 
 
Suri, Rajneesh, Keith Coulter, and Lei Song (2014), “Sit or Stand to Save: Posture and 
Retail Price Perceptions,” Proceedings of Association for Consumer Research North 
American Conference, Baltimore, MD, forthcoming. 
 
Song, Lei, Srinivasan Swaminathan, Rolph E. Anderson, and Rajneesh Suri (2014), 
“Satisfaction towards Online Services in China and the US: The Impact of Confucian 
versus Aristotelian Views,” Proceedings of American Marketing Association Winter 
Marketing Educators’ Conference, Orlando, FL. 
 
254 
 
Song, Lei, Srinivasan Swaminathan, and Rolph E. Anderson (2013), “Confucian Versus 
Aristotelian Views of Mixed Service Conditions,” Proceedings of Mid-Atlantic 
Marketing Doctoral Symposium, Temple University, Philadelphia, PA. 
 
Song, Lei, Srinivasan Swaminathan, and Rolph E. Anderson (2013), “Occurrence of 
Mixed Emotions in E-Commerce: A Cross-National Examination,” Presented at 
American Marketing Association Winter Marketing Educators’ Conference, Las Vegas, 
NV. 
 
Song, Lei, Rolph E. Anderson, and Srinivasan Swaminathan (2013), “Expectation-
Performance Discrepancy and Customer Outcomes in E-Markets: Impact of National 
Culture,” Proceedings of American Marketing Association Winter Marketing Educators’ 
Conference, Las Vegas, NV. 
 
Song, Lei, Srinivasan Swaminathan, and Rolph E. Anderson (2012), “Decoding B2C E-
Commerce: The Invisible Hand of National Culture,” Proceedings of Association for 
Consumer Research North American Conference, Vancouver, Canada. 
 
Selected Coursework                                                             
 
Marketing Seminars 
    Strategic Marketing Planning 
    Developing Marketing Thought and Theory 
    Developing Marketing Channel Systems 
    Cross-Cultural Customer Behavior 
    Qualitative Research in Sales Management 
 
Behavioral Courses 
    Social Psychology (audit) 
    Statistics for Behavioral Science 
    Research Analysis for Behavioral Science 
    Conceptual Foundation of Buyer Behavior 
    Cognitive Psychology 
    Foundations of Research in Behavioral Science 
    Research Methods in Communications 
    Qualitative Research Methods 
    Ethnographic Methods (sit in) 
    Theories in Persuasion and Communication 
 
Quantitative Courses 
    Game Theory 
    Multivariate Count Analysis 
    Multivariate Count Analysis II 
    Hierarch Linear Modeling 
    Econometrics I 
    Marketing Models 
    Advanced Structural Equations Modeling 
Instructors 
Rolph E. Anderson 
Bert Rosenbloom 
Bert Rosenbloom 
Rolph E. Anderson 
Rolph E. Anderson 
 
 
Andrew Ward 
Merrill Liechty 
David Gefen 
Yanliu Huang 
John Kounios 
Vadake Narayanan 
Douglas Porpora 
Susan Stein 
Anthony Glascock 
Ernest A. Hakanen 
 
 
Roger McCain 
Jennifer Golek 
Rolph E. Anderson 
Robert Gallop 
Mark Stehr 
George Knox 
Joe Hair 
 
